


| wit GOOD 
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WHIP UP NEW INTEREST IN 
YOUR PRODUCT. JOCKEY IT 
UP TO THE FOREFRONT OF 
PUBLIC ATTENTION AND IT 
WILL COME IN A WINNER. 





MAY WE HELP YOU GROOM 
YOUR PRODUCT FOR THE 
COMPETITIVE STEEPLECHASE? 






BROOKS b PORTER, inc Creative Stylists and Manufacturers of 


304 HUDSON STREET, NEW YORK Folding Cartons, Counter and Window ™ 
Displays. 











—  _ The Phoenix No-Knurl C T Cap was designed to meet the pres- 
ent day demand for a trim, sleek, light, efficient and moderately priced 
\ closure. It is made in all standard sizes from 18 m/m to 120 m/m. It may 


be equipped with all standard types of liners; oil, black and wax 


O 
Ns payers; tin, aluminum and lead foils; Vinylite, rubber, etc. It may be 
NY 


hacquered or coated any color, lithographed or embossed any design. 


olés, data, prices... write, phone or wire our nearest office. —— 


KEN TX METAL CAP CO. 


M44 W. SIXTEENTH ST., CHICAGO :: 3720 FOURTEENTH AVE., BROOKLYN 


T Cap—Flat Top & T Cap — Domed C T Cap —No-Knurl S T Cap—Straight Sides 
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CASE STUDIES IN CARTONING ad OM — ee 





BROMO-SELTZER Picks Redington 
for SPEED, RUGGEDNESS, RELIABILITY 



















- - New Carton Handled at Saving 


OR many years all the popular sizes of Bromo-Seltzer 
were wrapped in a printed wrapper. The advantages 
of cartoning this famous blue bottle appealed strongly to 
the Emerson Drug Co. A reproduction of the bottle in 
actual color on the carton has strong advertising value. 
The empty cartons make effective window display material 
for the retailer. High speed cartoning machines can 
turn out far more units than wrapping machines. 

All types of cartoning machines were investigated. It is 
significant that three new Redington Continuous Loading 
Cartoners were selected after a painstaking analysis. 

In actual operation these Redingtons are proving their 
right to be called ‘‘The Most Complete and Perfect Car- 
toning Machine Yet.’”” They are remarkably smooth and 
quiet. They have saved valuable floor space. 

Bromo-Seltzer’s enthusiasm for the New Redington is 
shared by many other nationally known manufacturers. 
Perhaps we can serve you as we have them. Write for full 
details and send a sample of your product. Bottles, jars, 
collapsible tubes, soap, chocolate, razor blades, or almost 
anything else placed in cartons can be handied. 





ONE OF 3 REDINGTON Continuous Loading Cartoning 
Machines in the Emerson Drug Co. plant. Each handles 
a different size. 


F. B. REDINGTON CO. (Est. 1897) 


110-112 So. Sangamon St., Chicago, III. 


were REDINGTON 


ENCLOSED 


GLUED END 
CARTON 


An even sup- 





ply of glue is 
placed on the 
flap. Cartons 
are squared 
properly and 
glue set thor- 
oughly. 





A6"x9" circu- 
lar is folded 
and placed 
over the top 
of this world- 
famous blue 
bottle. 


Continuous Loading 


CARTONING MACHINES 















Also Cellophane Wrapping, Carton Sealing 
and Special Packaging Machines 








SPEED— 
150 of the 12¢ size are 
cartoned per minute; 
140 of the 30c¢ size; 
125 of the 60¢ size. 














EMPTY CARTON 





RUGGED BAI ANCED CONTINUOUS STOPPER 
CONSTRUCTION DESIGN LOADING Am taguetene dle 
oO P er P : é é oe C: . cgatrecac Pemeeull cane carton device stops 
ur engineers insist Another important factor 1s zartons are loaded continu- the feeding of cartons 
upon rugged = con- perfect balance in design. ously at about one-fifth the into empty pockets. 
struction to stand up Less carefully designed ma- operating speed—a_ feature —— pre ser 
under the high oper- chines would “crack” under that adds years of efficient inaa chaude: of slit 
ating speed. the strain—not Redingtons. life. ping empty cartons. 





IF IT’S PACKAGING (RR; TRY REDINGTON FIRST 
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It would be foolish and extrava- 
gant. Other papers will do the 
job better and cost less. 





Don’t use monkey wrench pa- 
pers to wrap dairy products. . 
meats . . fish . . poultry .. or 
any other food product that is 
moist or greasy. 


Genuine Vegetable Parchment 
is the only paper that will do 
the job right. 


There is no substitute. 








A\ i KALAMAZOO VEGETABLE PARCHMENT COMPANY 
QF VALUE 
> —_ a (Kalamazoo County) NW iretale Fla 


Parchment 
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Coffee 

Te a 

Sugar 

Salt 

Corn Flakes 
Prepared Flour 
Prunes 


* 
Peaches | EXCLUDE ODOR 


Apricots ; 
= MOISTURE PNEUMATIC 


Pudding Powders ® 

Gelatine Desserts 

Spices KEEP Corky a 

Cos . PRODUCT FRESH bueZ 


In the last few years the consuming public has been 
educated to the thought of product protection that 
guarantees “super” freshness. The response has a/ways 
been added sales. 


Money spent to guarantee that your product will 
reach the buyer in the best possible condition is never 
wasted. And, for many types of products, there is no 
better protection than Pneumatic bag liners—and 
no protection more economical because the Pneuma- 
tic machine makes the liner at cost in your own 
plant. It takes the paper from a roll, forms it into a 
bag sealing all seams tightly, and inserts the bag 
into a Carton. 


With three distinct types of machines Pneumatic can 
handle any size container at speeds to meet your 
needs—making the liners from any type of paper 
best suited to your product. 


If you will send us a sample of your package we will 
be glad to show you how the correct liner will in- 
crease its protective value. We will also send you, 
without obligation, a chart to help you compute 
lining costs. Write—today. 


PNEUMATIC SCALE CORPORATION, LTD. 
71 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
Branch Offices in New York, 117 Liberty Street; Chicago, 360 North 
Michigan Avenue; San Francisco, 320 Market Street; Los Aeeehee 

443 South San —_ Street; Melbourne, Victoria; upraney. N.S 


and No. 41 Whitehall, London, S. W. 


D SCALE 2laping Mkiney 
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Liberty ... freedom ...to choose and to recom- 


mend the sort of container and closure not only well 
suited but exactly suited to a particular condition 
is one of our most cherished assets. The Anchor- 
Capstan organization is in this fortunate position, 
able to act without prejudice, consciously or uncon- 
sciously, for or against any particular types or styles 
...a thing of real importance to our customers as 


well as to ourselves. 


Our independence springs from one fact alone... 
that Anchor-Capstan makes by far the most complete 
line of closures in the world and a variety of styles 
and shapes of glass containers for almost every con- 
ceivable sort of product or decorative purpose. As a 
direct result there can be no urge or compulsion on 
the part of any Anchor-Capstan representative to be 
swayed by any consideration other than the needs of 
the case in hand. He is not in any sense limited by 


the things he has to offer. 


For example, an Anchor-Capstan Packaging Engi- 
neer never feels compelled to push the sale of a par- 
ticular Anchor product. Rather is it to his advantage 


to study all the conditions present, the method of 


ee ine 


packing or of processing, how and where products 
are displayed and sold, the various cost factors that 
may exist. Then, after getting all the facts he has free 
scope to select and suggest one or more of the scores 
of closures at his command or of the thousands of 
glass molds, those and only those which he feels will 
best answer the packaging needs of the customer... 


do the best seiling job for him. 


Possibly it might seem that we overestimate the value 
of the liberty that results from a complete line of 
products. But our experience in the sealing and 
packaging of glass-packed products of every nature 
and description extends back more than a quarter of 
a century. If you had seen, as we have from this long 
experience, the harm that an ill-adapted closure or 
container can do, as well as the benefits that come 
from a package that is completely adequate in all 
respects—in sealing efficiency, in appearance, in con- 
sumer convenience and in production economy—you 


would likely feel that we had not stated the 


what your product may be—a food, a drug, 


ANCHOR-CAPSTAN 


case as strongly as we could. Regardless of  y pase contuneas se cuosures  P™EPATEM 


He SEALING EQUIPMENT 
He RESEARCH He PACKAGE DESIGN 


regardless of your needs and desires in the way of a 
package, certainly it can do no harm and may result 
in a real dollars and cents advantage to have an 
Anchor-Capstan representative study your needs 
and submit a well-considered recommendation. If 
there is anything unusual or special about your prob- 
lems, remember that backing him up there are the 
Anchor-Capstan laboratories, our research and en- 
gineering departments and our package design ser- 


vice to assist in finding the correct answer. 
* * * 


The combined facilities and services of the Anchor- 
Capstan organization are yours to command. If you 
are having packaging or sealing difficulties of any 
nature, our technical staff will be glad to work with 
you in solving them. This staff is constantly analyz- 
ing and testing various products and determining the 
best methods of sealing them... perhaps we can be of 

help on one of yours. Furthermore, we are 
1 to suggest styles of containers, 


types of closures, appropriate decorations, 


a cosmetic, a specialty or a beverage—and [5 STAR SERVICE fe complete package design, if you desire. 


ANCHOR CAP & CLOSURE CORPORATION se 
LONG ISLAND CITY, N. ¥. 


CAPSTAN GLASS COMPANY 
CONNELLSVILLE, PA. 


se SALEM GLASS WORKS 
SALEM, N. J. 


ANCHOR-CAPSTAN 
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MILLION 
BOTTLES 


Two million cases 


Seagram's Whiskey 

safely handled and 
LL tightly sealed with 
i PACKOMATIC 








MACHINES 


Large and small packers choose 
Packomatic machines for these 
outstanding features — 
Practicability in design 
Rigidity in construction 
Dependable performance 














Above: Installation in plant of 
The Jos.E.Seagram & Sons, Inc., 
Lawrenceburg, Ind 


Right: Packomatic Hand Glue Sealer. 


Below: Automatic Gluer and Compression Unit. 























PING CO]NIANTEIG 


~ PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
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Sutroducing | 


a) ev — METHOD OF INLAYING WRAPPERS 
AND BOX TOPS USING COLORED PAPERS 
AND FOILS ATTRACTIVELY EMBOSSED 


Tn addition, THE MAKING OF LABELS FOR EVERY 
CONCEIVABLE PURPOSE, AT VERY ATTRACTIVE 
PRICES, IS OUR SPECIALTY 


RICHARD M. KRAUSE INC. 


52 EAST NINETEENTH STREET, NEW YORK, N. Y. 





W YOMISSING 
No. $039 Ivory Flint Glazed Paper Embossed Pattern No. 5 


WYOMISSING GLAZED PAPER COMPANY 
NEW YORK, N. Y. & READING, PA. 














NATIONAL IN COVERAGE... 


With this NEW NAME... 


NATIONAL CAN 
COMPANY: ‘INC. 


. . . Continues a Quarter 
Century Service under the same Management, 
Personnel and Policies which have made 


METAL PACKAGE CORPORATION 
One of America’s Largest Canmakers 


"NATIONAL CAN COMPANY” properly 
designates an organized CAN SERVICE of 
NATIONAL proportions. 


NATIONAL CAN COMPANY -'Inc.’ 


FOR OVER A QUARTER CENTURY e KNOWN AS METAL PACKAGE CORPORATION 
EXECUTIVE OFFICES «+ 110 EAST 42nd STREET ¢ NEW YORK 


One of America’s Largest Canmakers 


SALES OFFICES AND PLANTS « NEW YORK CITY ¢ BALTIMORE +« BROOKLYN * CHICAGO «+ BOSTON «¢ DETROIT *« NEW ORLEANS 
FISCHER CAN COMPANY DIVISION ° HAMILTON . OHIO 
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Bliss Box and Bottom Stitcher 


This Bliss Type Stitching Machine is used by 
shippers for conveniently and rapidly assembling 
Bliss Boxes in their own plants. BLISS BOXES re- 
duce your container costs as much as 10% or 15% 
through saving of board and freight charges, when 
compared with other types of fibre containers. 


Fresh and smoked meats, shoes, canned goods, 
cereals, chemicals, matches and sanitary papers 
are some of the products shipped in Bliss Boxes. 
The BLISS BOX construction with all vertical 
seams reinforced assures safety to your products 
while stored and in transit. 





BLISS BOX 
OPEN 











Bliss Power Lift Top Stitcher 


After the BLISS BOX is filled, the Bliss Power 
Lift Top Stitcher seals it quickly and firmly. Its 
almost entirely automatic operation enables the 
operator to seal many more containers per day, 
with a correspending saving in cost, than can be 
handled on older types of Top Stitchers. 


BLISS BOXES can be made from Solid Fibre 
Board or from any type of Corrugated Board. 


Millions of Bliss Boxes are used every year for 
domestic and foreign shipping. 





BLISS BOX 
SEALED 









Consult Our Representative—No Obligation 


DEXTER FOLDER COMPANY 


Bliss, Latham, and Boston Wire Stitching Machinery for All Types of Fibre Containers 
28 WEST 23rd STREET, NEW YORK, N. Y. 


PHILADELPHIA BOSTON CLEVELAND ST. LOUIS 
5th and Chestnut Sts. 185 Summer St. 1931 E. 6lst St. 2082 Railway Ex. Bldg. 


SAN FRANCISCO 
LOS ANGELES-SEATTLE 


Harry W. Brintnall Co. 


CHICAGO 
117 W. Harrison St. 


Bliss Boxes and Bliss Equipment) 
Will Modernize Your Shipping 
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SOLUTIONS TO CLOSURE PROBLEMS 


Selecting the right type of closure is one of the important prob- 


lems of packaging. Its solution requires specialized knowledge 
and unbiased advice. Mundet’s long experience as a cork and 
closure specialist permits this organization to give you reliable, 
impartial recommendations. Manufacturing molded, metal and 
cork closures, Mundet is prepared to recommend the type best 
suited to your product and to correctly answer all the other im- 
portant questions involved in closure selection. Write for free 


samples of our products and details of our Closure Service. 


MUNDET CORK CORP. 


BROOKLYN, N. Y., AND PRINCIPAL CITIES 
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Game —set— and match! Won by a single colorful stroke... And it’s game— set —and match in 
\\ 
\ 
\\ 


today’s selling contests if your package is molded of Resinox. You can rely upon Resinox for mold- 
\\ 
\ 
ing packages, closures, and product parts. Resinox molds perfectly, finishes with high luster, beauty, 
\\\ 
and strength. It is available in standard colors and a wide variety of pastel tints. Resinox has 


\\ 


all those qualities which make it “the winning stroke” in the strategy of modern packaging. 


\\\ 
BESINOY 


LAMINATING VARNISHES 


For complete information concerning Resinox molding materials, please write 


RESINOX CORPORATION, 230 Park Avenue, New York, N. Y. 
MODERN PACKAGING 
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LABELS - CARPONS - DISPLAY 
CARDS: CAR CARDS - WRAPPERS 
CATALOG COVERS «© MENUS - 


Nowe on the lacquered halt ot this sheet. how 


the tough. transparent coatiae brightens and intensifies 
colors, The coated part also is waterproof and resistant to 
fats. oils. aerds. alkalies. and stain 


These advantages offer to the merchandiser protec- 


tron cot packages and labels against the store and trathre 
erime. fingerprints. and scathing which make merchandise 
prematurely shopworn Resultant mark-dows sales or. re- 


prave haging are thereby re duce door ¢ omiple tely eliminated. 
Besides the increased shelf appre al and protection 
afforded, nitrocellulose lacquer further protects packaged 
products in the household because kitchen, bathroom, and 
‘ boudoir smudges can easily be washed from the glossy 
surfaces of your products’ containers. 


Use the coupon if you are interested in these 


merchandising advantages of nitrocellulose lacquer. 

















CONSUMERS GE THE FINE FLAVOR & QUALITY 


wt? 
Enne of 
Mayonna? 
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AVON NAS 


CCS Screw Caps and Lug Caps represent wise protec- 
tion for the reputation of your product and its popular- 
ity among consumers. Their high sealing efficiency is 
amply proved by use on many quality brands. Make a 
trial test in your own plant. Samples will be sent with- 
out cost or obligation. Use the coupon. 


CROWN CORK AND SEAL COMPANY 
BALTIMORE, MARYLAND 


World's Largest Makers of Closures for Glass Containers 


CROWN CORK AND SEAL COMPANY 
BALTIMORE, MARYLAND 


Send samples for testing on mayonnaise: 
Crown Screw Caps. . . Size 


Crown Lug Caps.... 
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Ar Hiram Walker & Son, Ince., 
Peoria, Ill., world’s largest distillery, 
the 5 high speed rotary Capem ma- 
chines shown here have performed so 
capably that 5 more have been ordered, 
making the world’s largest Capem in- 
stallation, and we believe the most im- 
pressive group of automatic capping 
machines anywhere, 


Capem takes bottles, jars or other 
containers of any size or shape from 
a conveyor belt, sorts, feeds and ap- 
plies 40 to 120 caps per minute to any 
tension desired and returns the uni- 
formly capped containers to the con- 
veyor, all without being touched by 
human hands. An ingenious pressure, 
twist action gives an always uniform, 
air-tight seal. If you will send us 
samples of your containers and brief 
statement of your requirements, we 
will explain at no obligation how 
Capem will do your capping faster- 
better and at lower cost. 


CONSOLIDATED PACKAGING 
MACHINERY CORP. 
1400 West Ave. Buffalo, N. Y. 


ONY | 


AUTOMATIC CLOSURE MACHINES 
ol seINice Maa iicm MV I IRA) ic 
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VALVOLINE  VALVOLINE 
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Absolutely uniform 
quality from highest 
grade Pennsylvania 
petroleum. 

A soothing appli- 
cation for simple 
Irritation of the eye- 
lids, also for head 
colds, minor cuts, 
abrasions and burns, 


Contains 10% 
Boracic Acid 


VALVOLINE 
OlL COMPANY 
Cincinnati, Ohio 
U.S.A. 


Net 1% oz. 


CONTAINER CORPORATION 


Run your thumb over the glossy surface of this carton. 


Drop ink on it—then wipe it off. It’s lacquered! 


Lacquered cartons by Container Corporation are 


VALVOLINE PETROLEUM JELLY Oe 


protected against dirt, finger marks, fly specks. Lac- 
quer gives sparkle to appearance—more than doubles 


eye appeal. 


This crystal-clear protective film is waterproof, wash- 


able. It’s grease-resistant, stainproof. It resists acid, 





alkali. These lacquered cartons won't chafe or stick 


together. 


Write today for details on the lacquer finish that “has 






everything.” 


CONTAINER CORPORATION OF AMERICA 


GENERAL OFFICES: 111 WEST WASHINGTON STREET, CHICAGO, ILL. * MILLS AND FACTORIES AT STRATEGIC LOCATIONS 
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CHICAGO, ILL, 
Harry Holland & Son, ne. 
400 W. Madison St.’ 
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he manufacturers who package their products in 
se attractive containers appreciate the sales ap- 
al of colorful designs, permanently lithographed 
tin. This fine Continental craftsmanship illustrates 
one phase of a complete service which includes Him | | | 4 ; 
three basic ingredients of good merchandising | f : 4 « 
siitom ly on vi 
4 





research, design and package development. 
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COOLING AND REFRESHING... 











| us outstanding campaign, just completed, tells the story at a glance. 


If we can be of service to you, on window displays or labels, kindly consult 


MICHIGAN 


a 


HIGRADE 


Sparkling PALEDRY / 








MICHIGAN LITHOGRAPHING COMPAN 


GRAND RAPIDS, MICHIGAN 





At the point where the packaged product. meets 


id at-Mol bE} CoyaaX=s aM -S'4-Pin od at-Met-bacoyels at-\-3hd o(-MN-T- ah co) coum 


Get the benefit of our ideas for your next carton.. 
No obligation, of course. 


IINTERNATIGNAL 


FOLDING PAPER BOX COMPANY, INC. 
921 -Thirty-Eighth Street, No. Bergen, N. J. 
| <P -WOt-t-\- 0-1 o Eto AOl0) 
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“There's a handy 
package, John!Why 
not put up that new 
product in this 
dainty form?” 


“Beat you to it, my 
dear! We'vealready 
decided on Kimble 

Vials.” 


... and so a New Package led to New Profits 


Because he considered the tastes of a million 
shoppers—because he knew that small, trans- 
parent, easily carried packages attract the eye 
and speed sales—this manufacturer of phar- 
maceutical products will find new and greater 
profits by the use of Kimble Glass Vials as 
a permanent and attractive package. 

The brilliant finish and transparency of 














Kimble Vials assure highest visibility of 
the contents. Thorough retempering 
assures great strength and resistance to 
breakage. Lightness in weight guarantees 
low shipping costs and introduces sub- 
stantial savings. 
Kimble Vials are available for Droppers, 
Applicators, Shaker Tops, Goldy Seals, Re- 
Seal-It Caps, Slip Caps, Screw Caps 
of metal or Bakelite, and many other 
special designs for special purposes. 
For your next campaign—for your 
standard packages that must compete 
with the eye-appeal of many other at- 
tractive articles—consider these Kimble 


Vials, and consult us on your plans. 


K \ KIMBLE GLASS COMPANY - -- VINELAND, N. J. 
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PHILADELPHIA+ BOSTON: 





CHICAGOs+ DETROIT 








THE NEW HAVEN ‘COMET’ 


COMET!... streamline! ...speed!...and it looks its 
speed and perfection! Inside and out, Sherwin- 
Williams colors ... Sherwin-Williams finishes. 
These finishes were chosen because of their 
attractive appearance and because of their proven 
ability to withstand all the rigors of railroading. 
They were also chosen because of the wide experi- 
ence and helpful suggestions of the Sherwin-Williams 
Decorative Studios. From first color sketch to finished 


COVER 
EARTH 
. \ x 
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coloring, from small interior compartments to the 
entire exterior, Sherwin-Williams service guided, 
aided and abetted every move. 

This same S-W service—these same S-W paints 
and finishes—are yours. We believe we can also 
help your product, large or small, toy or train, to 
appeal to today’s market by appearing as it should, 
in today's competition. Write to The Sherwin-Williams 
Co., Cleveland, Ohio, and all principal cities. 


wt SHERWIN-WILLIAMS PAINTS 











NEW HAVEN 


When the New York, New Haven and 
Hartford Railroad decided to build its 
first streamlined train, it also decided to 
use every modern means available to 
make it streamline in appearance as well 
as performance. All the trains previously 
built had assumed the outward shape 
streamline principles dictated, but none 
had utilized the value of color to dra- 
matically present the body lines to those 
seeing the latest in railroad equipment. 

So New Haven and Goodyear (builders 
of the train) design engineers, and 
Sherwin-Williams paint engineers went 
to work, with the results « vance on the 
previous page. The color scheme utilizes 
the natural tones of the metal body, by 
simply protecting it with a clear lacquer. 
The engine-turned surface is strikingly 
beautiful. The blue band which encircles 
the entire train at the window level, and 
the narrow dark blue skirt give the be- 
holder the feeling of speed and power, 
emphasized by the name of the train, The 
Comet! The horizontal blue stripe also 
makes the train look longer, lower, safer. 
A lighter gray than the color of the metal 
body is used to finish the roof. 

The interior goes further into color 
values. The seats are finished in brown 
velour, the walls are in tones of yellow 
and cream, the colors becoming lighter 
toward the roof. A feeling of spacious- 
ness is thus achieved. 

Engineers who have seen the train are 
unanimous in their praise of the use of 
color. Not only as a ee tg effort, 
but as a well done, beautiful job, the 
New Haven designers and Sherwin- 
Williams paint engineering service have 
a well-earned right to be proud. 


WILLIAMS 
BAKERY 


In Scranton and Wilkes-Barre, Pennsy]l- 
vania, andin Binghamtonand Newburgh, 
New York, are the major plants of the 
Williams Bakery Company. The pictures 
shown were taken in the Wilkes-Barre 
bakery, and they illustrate the perfect 
maintenance not only of this plant but 
of the entire chain. 

White paint is the major motif of all 
bakery painting, and the Williams Bak- 
eries are no exception. Even the engine 
room is as white as the baking depart- 
ments themselves. 

Bakeries are members of the constantly 


SEE THE SHERWIN-WILLIAMS PA 





increasing number of industries using 
that strongest of advertising’s forces: 
getting visitors into the plant. A con- 
vinced visitor is not only a sold customer 
but an advertising asset as well. Word of 
mouth is still the strongest sales agent. 

Visiting is encouraged in the bakeries, 
and Sherwin-Williams Save-Lite is used 
throughout, not only to give the plant the 
spick-and-span appearance it needs but 
also to aid every bit of light used. Bakin 
is done at night, and so all the wor 
takes place under artificial illumination. 
Save-Lite aids lighting by reflecting every 
bit of light that strikes it, and that means 
lower light bills, as well as better work- 
ing and safety conditions. 

The machinery is also finished in a 
beautiful white S-W Kem Enamel. Notice 
the S-W standardization chart on the wall 
above the engineer’s desk. S-W paints are 
used throughout. This includes a stand- 
ardized pipe line color scheme—the 
brightly marked pipes furnishing a nice 
decorative balance to the rest of the plant. 





CEILINGS 


One of the assets many plants overlook 
is their ceilings. They’re a lot more than 
a covering to keep the rain out and keep 
heat in. They are in many plants, and can 
be in most, a means of sky-lighting your 
entire interior and making working con- 
ditions infinitely better. 

By this we don’t mean that they need to 
be reconstructed and filled with over- 
head windows. All that need be done is | 
to paint them properly with S-W Save- 
Lite. ‘‘Sky-lite your ceiling with Save- 
Lite” to aid your production and cut 
your unit costs. 

Light is lazy—it needs high reflective 
surfaces to make it work its best. Its 
reflection also needs to be properly 
directed. And in industrial plants, that 
means evenly diffused all over the in- 
terior, so there are no highs and lows of 
light—glaring spots or dark spots where 
accidents may easily happen, and where 
work is subject to rejection because 
operators have hard conditions to face. 

Your ceiling, if it is painted with S-W 
Save-Lite, acts as a true reflector for arti- 
ficial and natural illumination—acts as a 
skylight flooding your interior with light, 
the most important thing in the world to 
the eyes of every one of your employees. 
“Sky-lite your ceiling with Save-Lite.” 
You'll find it pays, and pays, and pays. 


SAVE-LITE 


SAVE-LITE (specially formulated for 
your industry) is the PLANT CONDI- 
TIONING paint. There is no all-purpose 
mill white. Sherwin-Williams paint engi- 
neers, constantly faced with painting 
problems in various industries . . . auto- 
motive—textile—food—chemical—min- 
ing — metallurgical — radio — tobacco — 
transportation — aviation— metals fabri- 
cation—steel—non-ferrous metals—gas 
and oil — cosmetic — ceramic — wood- 
working — toys — giftware and novelties 
(to name a few)... have formulated hun- 
dreds of paints for hundreds of specific 
uses. Save-Lite is a basic paint formula 
for the best industrial mill white. Just as 
it comes in Eg-Shel, Gloss or Flat, so it 
comes to your industry as a ae paint 
to meet your specific needs. Call on 
Sherwin-Williams Paint. Engineers to 
assist you in Painting Your Way to 
Profits. Use their experience to solve 
your paint problems. 
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Oval, Oblong, Square and Round, 
Spiral convolutely wound; 

Or what your needs may be in cans, 
They all will fit in R. C. plans. 


When you’ve had cans that wouldn’t do, 
You’ve looked a large assortment through; 
It’s then when you will understan’, 


The value of an R. C. Can. 


It matters not how good you are, 
In buying cans at below par; 

The very best that you can get, 
Is honest value every step. 


The fact remains that price alone, 
For lesser service can’t atone; 

The higher cost will be retrieved, 
Where honest value is received. 


You'll find that cans made by R. C. 
Are built as good as they can be; 
And not to meet a certain price. 
To do those things that aren’t nice. 


To get real cans and service too, 
This tip will be a help to you; 

Don’t waste your time to scheme and plan 
Just ’phone or write the R. C. Can. 


R.C. CAN 


COMPANY 


MAIN OFFICE AND FACTORY 
121 CHAMBERS ST., ST. LOUIS, MO. 
2809 E. 14TH ST., RITTMAN, OHIO 
KANSAS CITY, MO. 


SALES OFFICES: Saint Louis, Rittman, Ohio, Kansas City, Atlanta, Dallas, Detroit, Fort Worth, Houston, Louisville, Memphis, 
Minneapolis, New Orleans, Omaha, Pittsburgh 


22 MODERN PACKAGING 








TW) (VAM EONS 





org 





Man O'War was the greatest horse that ever lived | 


Standard-Knapp Case Sealers have always led the field 


STANDARD-KNAPP CORPORATION 


MANUFACTURERS OF CASE SEALING, CASE PACKAGING, AND CAN LABELING MACHINES 


43-27 33rd Street 208 W. Washington Street 1001 Society for Sav. Bldg. 909 Western Ave. 
LONG ISLAND CITY, N. Y. Oi n 1 LOv.Ne1e) CLEVELAND SEATTLE 
"420 S. San Pedro St. 189 Second Street Windsor House, Victoria St. 


LOS ANGELES SAN FRANCISCO LONDON, ENGLAND 
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THE WHITEST BOXBOARD FOR THE WHITEST PRODUCT 


RIDGELO Clay Coated Folding Boxboard was tages. Many buyers standardize their carton 
used in these striking cartons shown—And if quality with RIDGELO. Have you our newesp 


you are interested in putting the best into fold- 
ing cartons with the idea of getting the most pee Tastee cay: 


out of them, specify RIDGELO Clay Coated to Shumilk Cartons shown were made by Inter. 
your boxmaker. It leads in sales value, eye- national Folding Paper Box Co., Inc., Nort 


appeal, distinction and in production advan- Bergen, N. J. 


Ridgelo 


. to 
Representatives: FO L D I N G B oO X B oO A R D Pacific Coast Distributors: 


W. P. Bennett & Son, Toronto — A. E. Kellogg, St. Louis Made at RIDGEFIELD, NEW JERSEY 


MacSim Bar Paper Co., Chicago by LOWE PAPER COMPANY Blake, Moffitt & Towne —- Zellerbach Pape 
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We have been producing 






continuously for many years 


the labels used on PENICK & 
FORD products. 
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THE UNITED STATES PRINTING 


CINCINNATI NEW YORK 
312 Beech Street 52-K East 19th St. 
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THE WHITEST BOXBOARD FOR THE WHITEST PRODUC! 


RIDGELO Clay Coated Folding Boxboard was tages. Many buyers standardize their cart 
used in these striking cartons shown—And if quality with RIDGELO. Have you our newé 
you are interested in putting the best into fold- sample book? If not let us send a copy | 


ing cartons with the idea of getting the most : 
out of them, specify RIDGELO Clay Coated to Shumilk Cartons shown were made by Inte 
your boxmaker. It leads in sales value, eye- national Folding Paper Box Co., Inc., No 
appeal, distinction and in production advan- Bergen, N. J. 


Ridgelo 


Representatives: FO L D I N G B O X B O A R D Pacific Coast Distributors: 


W. P. Bennett & Son, Toronto — A. E. Kellogg, St. Louis Made at RIDGEFIELD, NEW JERSEY 
MacSim Bar Paper Co., Chicago by COW E PAPER COMPANY 
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We have been producing 


continuously for many years 


the labels used on PENICK & 
FORD products. 


That firm maintains the high- 
est standards; and our ability 
to meet their requirements 
should be convincing proof 


that we can also satisfy YOU. 
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CINCINNATI NEW YORK 
312 Beech Street 52-K East 19th St. 
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ITED STATES PRINTING & LITHOGRAP 


NEW YORK 
52-K East 19th St. 
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EXTRA FANCY od 

PURE Riagon cANE® 
tn RicHEO wit 
PURE Cane SUGARS 


" 


THE SIMPLE STORY OF 
“U S” SERVICE ... Here, 
graphically illustrated, is one 
of the many instances in which 
U S" meets the packaging 
needs of producers who satisfy 
the wants of a nation—just an 
example of the service ren- 
dered by a responsible source 
of supply, distinguished by reli- 
ability, punctuality, uniformity. 
“US” Can Serve You, Too. 


VU 


OMPANY 


BALTIMORE 
412 Cross Street 















{WV ... smaller 


concerns can have 
the advantages of 
PETERS money-saving 
PACKAGING EQUIPMENT 


Peters Senior machines were de- 
signed for, and have been used 
for years in large plants where 
their savings totaled thousands 


annually. 


Now, at much lower cost, the 
smaller plant can acquire Junior 
Models of these sturdy, speedy 
machines, designed to produce 
similar savings even when used 


part time or intermittently. 


A single worker with the Peters Junior Forming and Lining machine can do the work of six hand operators . . . pro- 
ducing 2000 to 2500 completed packages an hour. The Peters Junior Folding and Closing machine can achieve 
similar results without an operator. Thus one operator can handle the entire packaging line of the small or medium 


sized plant ... producing ten to twenty-thousand perfect packages per day . . . saving thousands of dollars annually. 


Write today for full details about these remarkable, low cost, speedy and sturdy machines. 





UP TO TWENTY OR MORE YEARS OF MONEY SAVING 
SERVICE IN THESE AND OTHER PLANTS. 


Armour & Company Hills Brothers Co. Lorillard Co., Inc. 
Beatrice Creamery Co. Geo. A. Hormel & Co. National Biscuit Co. 
Borden Company Johnson Educator Food Co. Pabst Corporation 
Beech-Nut Packing Co. Robert A. Johnston Co. Rath Packing Co. 
Cudahy Packing Company Kraft-Phenix Cheese Co. United Biscuit Co. 
Fontana Food Products Co. —_Loose-Wiles Biscuit Co. Ward Baking Co. 














PETERS MACHINERY COMPANY 


General Office and Factory 4700 RAVENSWOOD AVE. 


CHICAGO,U.S.A. 


JUNE, 1935 





TELEPHONE 


MONROE 0722 


R.J. KITTREDGE & COMPANY 


DESIGNERS AND PRINTERS 


FINE COLORED LABELS 


812-824 w. SUPERIOR ST. 


[SINCE -¥=X-3) 
, CHICAGO 


June, 1935 


An open letter 
To the readers of 
MODERN PACKAGING 


During the past three years we introduced and extensively adver- 
tised our exclusive KITTLACO process of coating labels, wrappers 
and containers. Our investigation and research work proved that 
aggressive merchandise packers were ready for this new develop= 
mente 


The response was immediate. The ever increasing demand for “eye 
appeal" packaging prompted a variety of other types of coatings 
to enter the market. Kittredge having led the way with KITTLACO, 
we now step further out in front with the finest development in 
the coating line, 


KITTLACO 3X 


Here is @ super-coating which permits universal use. Protects 


against storage battery acids «ee proof against alkalies ... 
lactic acids ee. alcohol and liquor ee. grease resistant ee. 
moisture proof .e. flexible, will not crack ... not easy to mar 
or scratch ee. truly a protective coating, which also improves 
color values. 


Its economy over transparent types of wraps, and durability 
against other applied coatings has steadily won increasing ac- 
ceptance., The advantages are apparent. We invite correspon- 
dence from manufacturers who desire to improve their present 
labels or wrappers eee who want packaging that really attracts 


the eye. 





Very truly yours, 


R. J. KITTREDGE & CO. 
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... for A-C-M Clay-coated Board 


The superiority of A-C-M cartons and the A-C-M 
Clay-coated board which forms their base has 
long been recognized by leading carton users. 
But, in the minds of many people, there has been 
some confusion as to just what real advantages 
clay-coated board, as A-C-M makes it, has over 
other types of carton board. 

To clarify this situation, we have made a number 


of simple consumer and product tests, which prove 
again the greater stiffness, the smoother finish, the 
finer whiteness, the lower ink absorption and the 
higher brilliance of clay-coated board. These 
will be illustrated and described on this page in 
future issues of Modern Packaging. Those who 
desire advance information, may secure confiden- 


tial copies of this data by writing— 




















ULTERLY DIFPERENG 


these cartons 





... but both have the same SOURCE 
and the same (Gi! SELLING POWER 


Utterly different products, passing through dif- 
ferent channels to the general consumer, re- 


quire totally different cartons. Yet, all were 


produced in the same gréat plant, under the 
experienced control of the Chicago Carton 
Company's. design and production experts. One 
required inks that would give rich surface cov- 
erage, board that would stand up under tough 
shipping and shelf conditions. The others called 
for transparent inks and an infinitely careful 
varnishing job. 

Utterly different though they be, these car- 
tons... and the millions of others that annually 
leave our great new plant... have two things 


in common. First, the highest degree of perfec- 
tion that fine materials and skilled workman- 
ship can combine to produce. Second; the type 
of sound design which proves its correctness 
by selling both the dealer and the consumer, 
-by winning more space and more attention for 
the products within. ; 
Designing and: producing outstanding car- 


' tons is our business. The skill, the experience, 
the sound thinking that has won for us our 


major clients ... all these are at your service. 
We will welcome an opportunity to consult 
with you about your packaging or display 
problems. 


CHICAGO CARTON COMPANY 


4200 SOUTH CRAWFORD AVENUE 


CHICAGO, ILLINOIS 








In Summer—- ™ 
At Christmas Time 


Multicolor Ribbonette 











Your packages deserve the newest in 
tying material—Multicolor Ribbonette. 
This is the outstanding tie of 1935! 

Many new designs now ready for year 
round and Christmas. Ask to see 
them. 

Or, send us your package, your box, 
your label, and let us show you what 
can be done for you, either with stylized 
regular Ribbonette or Multicolor. 


RIBBONETTE DIVISION 


CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, Ill., 55 West 42nd St., New York 
JUNE, 1935 








modern LUSTRSEAL molded eap is a 


@ This up-to-the-minute closure, 
available in deep, medium and 
standard skirt lengths, is specially 
recommended for capping popular 
summer oils and lotions which will 
represent such a profitable volume 
during the next few months. 
Lustrseal is more than just a hand- 
some cap of lustrous beauty that 
attracts the eye to your package. 
This cap is made of tested plastic 


compounds thoroughly cured. Its 


CLOSURQPERVICE 
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scientific bridge-type contruction 


gives it exceptional strength. Its 
threads, fully formed and correctly 
sized, provide a perfect fit on the 
bottle and a safe seal. All these 
features help assure customer satis- 
faction and increase your chances 
of success in this keenly competi- 
tive market. Obtain further infor- 
mation from any branch office of 
the Owens-Illinois Glass Company, 
or write The Closure Service Com- 
pany, Toledo, Ohio . . . Division 


of Owens-Illinois Glass Company. 
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Guiding the hands 


The story of a label which has the magnetic power to 
draw over a hundred million hands to it each year 





O any one interested in packaging and merchan- 
dising, the romantic history of Life Savers will 


leave some strange morals to ponder over. For here 
is a case where the “hole’’ reason for a product’s 
amazing success has been that which was left out of 
it—that little empty nothing in the middle of each 
Life Saver. 

Even today, we wonder how many of us would have 
had the farsighted judgment and fortitude of a certain 
young advertising man who back in 1913 believed that 
he could make that little hole earn bim his fortune. 
We further wonder if, in those days when most mer- 


of the nation 


chandise went home in paper bags, we 
would have looked far into the future and 
determined that the sale of an item de- 
pended not alone on the product itself, 
but also on the convenience of the pack- 
age and the advertising value of the label. 

Back in 1913 Edward J. Noble learned 
that the Crane Candy Company of 
Cleveland was manufacturing a pepper- 
mint specialty shaped in the form of a 
life saver. “Crane’s Peppermint Life 
Savers” they were called in those days. 
Even then there were other candy mints 
of various shapes and forms on the 
market, including a French mint tablet 
which had caught the public’s fancy for 
diverse reasons. One was its ability to 
camouflage any visit made through a 
pair of swinging doors. 

Crane’s Peppermint Life Savers were not going so 
well, and Mr. Noble heard that the trade mark and 
patent rights to the product could be purchased out- 
right for less than one thousand dollars. Investigating 
the situation, Mr. Noble immediately saw the sales 
possibility in the distinctive shape and quality of the 
candy. However, he laid the resistance the product 
had met to the grotesqueness and inconvenience of the 
package which was then used. 

Crane’s Peppermint Life Savers were packed in a 
cardboard tube resembling a cartridge. In many cases 
the cap slipped off the end of the tube far too easily 
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Above are four of the outstanding changes made during the 
transition of the Life Savers Pep-O-mint label. Each represents a 
step in the merchandising progression of that product and demon- 
strates the attention and care given to the details of a label that 
is to meet exacting sales requirements. The changes have in no 
way affected continuous consumer recognition but have kept con- 
stant step with the distributive and promotional policies of the 
company. A close study will show these changes, which truly 
reflect a modernization in packaging 


with the result that the mints spilled in the pocket, to 
become scrambled with whatever else a person was 
carrying. In other cases, moisture caused the card- 
board container to contract to such an extent that the 
mints could not be removed from the tube without 
cutting it open. The large and unsightly display 
carton then used was another reason why dealers would 
not give the counter space necessary for display. 

In the face of these known difficulties, Mr. Noble and 
a friend of college days determined to purchase the 
business at the gamble of their very all. In December, 
1913, they formed the Mint Products Company. 
Then they set out to overcome the obstacles that 
confronted them. 

First, a drastic surgical operation was performed on 
the package. The old cardboard tube was discarded 


and an entirely new idea in packaging was born—pure 
tin foil wrapping with a silvery gleam that caught the 
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No. 6 








No. 7 


In making Life Savers Mints, sugar received by the automatic collector (Illustration No. 1 on op- 
posite page) from the automatic pulverizer (No. 2) is fed to the automatic “’bolter,’’ to obtain 
granular form (No. 3). No. 4 shows stock cooling in storage cans previous to blending flavoring 
in mixing tanks (No. 5). Life Savers Mints are formed in special machinery (No. 6) and after 
being foil wrapped and labeled are packed in display cartons in belt line production (No. 7) 


eye, yet which held the mints firmly in place until the 
last one was used. This step established a package 
that was convenient and clean to carry. Here was the 
first use of pure tin foil for packaging. Others had 
used a lead foil, paper lined, but Life Savers pioneered 
the present method of foil wrapping. 

Mr. Noble next turned his attention to the label. 
Here again bis advertising ingenuity and judgment 
came to the fore. The trade name “Life Savers” 
suggested many possibilities. Nevertheless, the dis- 
tinctive shape of the product itself—the little mint 
with the hole—became the foundation on which he 
built Life Savers’ success. The hole offered a novel 
way of displaying the product on the outside of the 
package and at the same time offered the opportunity 
to develop a trade mark which would withstand, in a 
court of law, the assault of any and every imitator. 
Thus ‘“‘Peppermint’’ became “‘Pep-O-mint,” the ‘“O” 
being a reproduction of an actual Life Saver. 

As other flavors were developed in later years, 
happily the same identification mark could be used. 
So today most of the Life Savers’ flavors bear this dis- 
tinguishing mark on the label. Pep-O-mint, Wint-O- 
green, Cl-O-ve, Lic-O-rice, Cinn-O-mon, Vi-O-let, 
Cryst-O-mint, Spear-O-mint. 

Having developed a package which would say “‘pick 
me up,” the next important job was to get this package 
up on the counter where people would see it. To 


No. B No. 2 


conquer this problem required some more ingenious 
thinking because most candies at that time were hidden 
in glass cases far from the reach of customers’ hands. 
Here again Life Savers boldly led into hitherto un- 
known merchandising fields. Believing that a self- 
selling carton where a customer could help himself 
would bring additional profits to the dealer, Life 
Savers chose a unique type of display carton. It didn’t 
lie flat on the counter. It tilted upright and hit the 
passers-by square between the eyes. It occupied far 
less space on the dealer’s counter than the old paper- 
board box. Furthermore, it was made in such an 
ingenious manner that its cover became the angular 
base on which the display rested. 

Sceptical as most dealers were about leaving mer- 
chandise unguarded, they soon saw that the open 
display meant dollars in their pocket. The customer 
liked the idea of being his own clerk. In fact, Life 
Savers’ ‘‘new fangled box,”’ as it was then called, paved 
the way for the billions of self-selling cartons which 
have appeared on dealers’ counters since those years 
before the war. 

Ever since their inception in 1913, the greatest stress 
has been laid on getting Life Savers displayed ‘“‘upfront.”’ 
Today there are many different types of Life Savers 
open display racks in use by over 300,000 Life Savers 
dealers, ranging from the original box display still pre- 
ferred by many retailers, to the elaborate chromium 


No. 10 





No. 15 


In the production of Life Savers fruit flavored candies, the ingredients are scientifically cooked (No. 8, see page 33) to the right con- 

sistency, and mechanically kneaded (No. 9), ready to be fed into the forming machine (No. 10). No. 11 shows the delivery of the 

finished candy which is carefully inspected for size, shape and uniformity (No. 12). Conveyed by a belt line, the candy is delivered to 

a tray (No. 13) and fed to automatic packaging machinery that wraps it ina roll, first in waxed paper, next in foil, and then seals the roll 

with a label (No. 14). The rolls are packed in the same manner as shown in No. 7. A\ll life Savers packages are automatically sealed 
in waxed paper wraps and dated (15) 


The pictorial case history of the Life Savers Orange hard candy label is illustrated above and shows six of the important changes devel- 


oped to conform to the increasing popularity of that product. 


made with no detrimental effect upon continuous consumer recognition. 


Here, again, an inspection of the labels will show alterations have been 


In color, tone and layout all changes exemplify in true sense the 


modern package 


plated Life Savers Candy Server which allows the 
dealer to display not only Life Savers, but also his 
entire line of nickel confections. 

There are three leaves from the Life Savers’ story 
which any manufacturer of package goods can well 
afford to tear out and read for his own profit: First, 
a progressive attitude toward packaging; second, a 
recognition of the importance of good store display; 
third, a policy of consistent consumer advertising. 

How often we hear a manufacturer say “I’m afraid 
to change my package. People have known it in its 
present form for so many years they would never buy 
my product if I changed now.’’ The policy of Life 
Savers has been directly contradictory to this type of 
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thinking. The Life Savers label has always kept 
abreast of the times, sometimes at the expense of 
scrapping millions of labels considered to be obsolete. 

Life Savers’ new Wild Cherry package differs as 
much in design from the original Pep-O-mint label as 
does the new VS Ford from the first model T. The 
development of this striking new package—a master- 
piece for simplicity and display value—has been an 
evolution of designs—each better than the last, each 
particularly evolved to give better display either by 
itself or among competitive items. 

Another revolutionary step taken by Life Savers this 
year was the radical change made in its Cough Drop 
package. Life Savers cough (Continued on page 80) 
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* PACKAGING 






* ADVERTISING 


and 


* RESULTS 


ACKAGING and advertising in the field of pack- 

aged goods are like Siamese twins. In the modern 
scheme of American business the one cannot live long 
nor prosper without the other. When one of them 
neglects the other and strikes off on a path of its own, 
they both suffer. But with a well coordinated mental 
attitude directed toward a definite goal they pull to- 





* Two improvements in the Calumet pack- 

age make good advertising copy. 

Women like to know that the new cover is 

\ easily removed. It is welcome news not 
\ quickly forgotten. They appreciate the in- 
\ ner lining, too, because of its dual use 


by if wil Lougee 


gether and obtain success for any deserving product. 

To begin with, we must get away from the thought 
that either packaging or advertising possess any degree 
of magic or can perform miracles. Some manufac- 
turers still hold to the notion that a change of pattern or 
color in their package will step up sales regardless. 
Others maintain that any old package given the benefit 
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Even children can understand this adver- 

tising whether they are able to read it 

or not. If Post Toasties are good enough 

for their friend ‘‘Mickey,”” then Post Toasties 
are good enough for them 
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of forced draft advertising is bound to succeed. Much money has 
been wasted testing these theories and while either notion may tem- 
porarily accelerate sales, the final result is seldom worth the effort 
and money expended because no real permanent progress is achieved. 

Let's strip some of the mystery from modern merchandising in 
which advertising and packaging play important roles. Let’s 
bring them out into the sunlight and watch them work together 
where, with the courage and persistence of their sponsors, they can 
do much to speed recovery. Since they are inseparable in results, 
we will discuss them together and illustrate our points so far as we 
can with examples of established attainment. 

First, let us be fundamental, elementary if you will, because ad- 
vertising and packaging are based upon fundamental principles. 
The first function of a package is to get its product through the pur- 
gatory of distribution into the sanctity of the home and, in doing so, 
to preserve its original condition until it has been completely used. 
Sounds simple, but is it? Upon the mechanics of the package de- 
pends the result. 

The primary function of advertising in the broad sense is to create 
a market for the product, and upon the mechanics of advertising, 
also depends its result. Without advertising, the package might 
never leave home. Without packaging, advertising would be de- 
prived of its chief medium of identifying its product from that of 
another. They go hand in hand in the scheme of distribution and 
are dependent one upon the other to a definite degree. 

They do not, however, stand apart in the accepted plan of modern 
merchandising. They are but cogs in the wheel whose power pro- 
pels a steady flow of goods through the regular channels of retail 
distribution. They are objective by nature and wholly dependent 
upon the subjective forces of salesmen, retailers, and consumers, 
whose human relationships determine the strength and weakness of 
the plan as a whole. 

To illustrate our point, let us examine the new package of Calumet 
Baking Powder launched recently by General Foods and follow as 
briefly as we can the complete plan of its inauguration. We chose 
Calumet for two reasons—because it demonstrates a functional im- 
provement in the package of a long established product; and be- 
cause the package does not depend upon beauty alone for its ac- 
ceptance by consumers. 

The old can served well enough to get the product safely through 
the channels of distribution into the home and here it stopped. 
True, it was more self-sufficient than many packages because it had a 
tin cover for reclosing the can but it was often hard to remove. At 
its best, the cover required a husky pull to remove it from the can 
and the product was frequently wasted by spilling. 

The new can, aside from the elements of color and pattern, which 
we will come to later, has an interrupted screw top which is ex- 
tremely easy to open and reclose. It flicks off or on in a jiffy with a 
simple quarter turn of the wrist. The content of the can is pro- 
tected until the consumer wants to use it by a heavy paper inner 
seal which keeps the baking powder air tight and prevents spilling 
when the can is opened. When part of this inner seal is cut away 
along a dotted line, the remaining edge provides a handy means of 
leveling off an accurate spoonful. 

Despite its easy opening, the new closure, which is a product of 
months of research and experiment, fits tightly and helps prevent 
moisture in the air from deteriorating the product on grocery or 
pantry shelves. 

In addition to the new convenience features, the appearance of the 


can has been improved. The general design of the old can is fol- 
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Dizzy Dean is good copy whether he is pitching for the 

Cardinals or Grape-Nuts. He is the idol of every fan and his 

appearance in Grape-Nuts advertising gives it more than a sporting 

chance of serious attention. The G. F. Plan Book tells the story of 
premiums to salesmen and grocers 
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lowed, but the color scheme has been changed to an all- 
over red background with white lettering lithographed 
directly on the can instead of a paper wrapping. For 
further visibility and contrast, the new easy-opening lid 
is finished in white with red lettering. Chief Calumet, 
the forty-year-old trade mark, continues to have his 
prominent place in the center of the can. 

Now let us see what this new can had done to Calu- 
met advertising and how this advertising is being used 
to promote the new can. 

“The new Calumet can,” says C. G. Mortimer, Calu- 
met sales and advertising manager of General Foods, 
“will be prominently featured in an extensive radio, 
magazine, newspaper and outdoor poster campaign 
from coast to coast. Special window posters and a 
counter display holding one or more of the new cans 
have been prepared to help grocers present the package 
improvement.”’ 

Calumet advertising space takes on a new thrill. It 
packs a new wallop with dramatic effect. The price 
and the new can are featured in advertisements which 
fairly bristle with human interest and cartoon illustra- 
tions. Line drawings of the new package are promi- 
nently featured in each appearance. 

All General Foods advertising and sales promotion is 
dramatized in detail to district managers and sales 
representatives in the G-F Plan Book which is issued 
monthly. The Plan Book is a comprehensive affair 
which details complete activities of the home office well 


One glance at the redesigned can (left) 

x tells that it has to do with babies, and 

quickly identifies the product with the name 

of its maker. Shows up well in a single col- 
umn ad, too 


in advance of their introduction into the field. News- 
paper and magazine advertising is scheduled to allow 
the sales force in each community to present these plans 
to the retailer in a convincing manner. Radio broad- 
casts are featured and illustrated with intimate details 
so that neither salesman nor dealer can possibly feel he 
is left out of the picture when plans are made. 

It is this understanding and friendly tie-in of packag- 
ing for consumer attention and convenience, advertising 
for dealer and consumer information and close sales and 
dealer cooperation that have made General Foods 
Corporation what it is today. 

Capturing popular fancy and putting it to work for a 
product is smart merchandising. While it has been in 
operation now nearly a year, the Mickey Mouse cut- 
outs on the Post Toasties package still has one of the 
most potent sales appeals in (Continued on page 85) 


Good lettering on a package is good 

advertising at the point of purchase. It 

attracts those within view and tells its own 

advertising story. The new Dairymade pack- 
ages illustrate this point well 
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Changing sales 


E-DESIGNED packages are constantly appearing 
in the market, and it is always interesting to com- 
pare the old and the new to ascertain what changes have 
been made to improve them. The new Republic Steel 
Corporation cartons for its line of shoe repair nails, 
double pointed tacks or staples, and tacks for the up- 
holstery trade offer an outstanding example of package 
re-design. The G. M. Basford Company of Pittsburgh 
created all three designs. Due to the fact that these 
new packages have just been introduced, no compara- 
tive sales figures are available, but it will be interesting 
to check their reception at a later date. 

The radical change in these packages was undertaken 
as an integral part of a complete merchandising cam- 
paign for these products. Examples of successful 
changes, achieved only by a change in package design, 
are few and far between, but in this case the new car- 
tons are featured in advertising material to definitely 
tie them into the complete campaign. The color com- 
bination now in use on the cartons has been carefully 
retained on other advertising material that has been 
directed to the trade. 

A modified peacock blue has been used with black on 
a white background to provide a striking color combina- 
tion on the entire line. Drab mist grey and black pack- 
ages, typical of the industry, were previously used for 


pace for tacks 


these items. Not only were they entirely lacking in 
sales appeal, but also required the retailer to examine 
the labels in more detail to find a particular item. The 
design treatment of the new packages visualizes the 
product, and the storekeeper can quickly find the gen- 
eral classification into which a requested item falls. 
Manufacturers of wire nails, brads, and similar prod- 
ucts used drab, unattractive cartons for years in the 
belief that any other treatment (Continued on page 85) 





JUNE, 1935 39 





possibility that, after the celebrations, retailers and 
package suppliers would be left with stocks of Jubilee 
specialties or. their hands. 

To Shelf A ppeal we are indebted for the photographs 
reproduced on this page, these packages being among 
the better of those which were offered. At the top is a 
tin container designed by Hudson Scott & Sons, Ltd., 
and lithographed by The Metal Box Company for 
Lyons. In the first group: Macfarlane Lang biscuits, 
Callard & Bowser’s sweets, Fry’s milk chocolate bars 
and slabs, Shuttleworth’s chocolate medallions. Sec- 
ond: Rowntree’s chocolates—box and wrappings, 
special box from S$. Maw, Son & Sons, presentation 
casket from Lyons, also tin of milk chocolate from that 
company. In the third group is a loving cup from 
Doulton’s, tins by The Metal Box Company for Lyon’s 
tea, and three Jubilee toiletry packages from Boots. 





Britain’s 
SILVER JUBILEE 


ROM our English contemporary, Shelf Appeal, we 
learn that the packages produced for the occasion of 
the 25th anniversary of King George’s reign were con- 












siderably below expectations. Manufacturers, it would 
seem, were divided into two camps over the Jubilee 
business. Some saw a chance to cash in on special 
novelties, while others felt it was cheap, rather in bad 
form, and refrained. Another attitude considered the 
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Musical Blocks—They’re Boxes 


NY toy store or department will tell you that 
there is a consistent demand for children’s blocks 
that here is one commodity which does not flag in 
its interest to the juvenile set. But toys, as with 
most products which are bought for entertainment or 
similar use, must be up-to- 
date or they soon lose favor. 
The young miss demands 
that her doll be dressed 
in the height of fashion, 
Junior requires a_ stream- 
lined scooter, and the urge 
for present-day things ex- 
tends even to those of 
more tender years. So that 
blocks, besides having to 
meet the requirements of 
nursery and play-year wear, 
have likewise conformed. 

It was ingenious planning 
that developed the musical 
blocks shown in the accom- 
panying illustration. In- 
genious because of a happy 
combination that offers more 
than and, at the same time, 
Overcomes an objection to 
the old style of solid or 
fabricated wooden blocks. 
Strongly made of heavy paperboard, each block con- 
ceals a small bellows which, when depressed and 
released, furnishes the “‘music.”” They are light in 
weight and offer no danger from slivers. And—need 
it be added—the animated figures by Tom Lamb, all 
in gay colors, leave nothing to be asked for in the 
way of ‘“‘modern”’ decoration by the young person who 
is fortunate enough to include a ‘‘nest’’ of these blocks 
among his or her play-time equipment. In appear- 
ance, they are right in line with the popular “‘funnies”’ 
of today. Shown at the recent toy show in New York, 


these blocks were declared to be an outstanding hit. 

But their usefulness, from a sales point, doesn’t stop 
there. J. H. Kimball, Inc., manufacturer of hand- 
kerchiefs, makes effective use of the ‘‘box’’ block as a 
container for its product as shown in the upper illus- 





tration. And this is but suggestive of many other 
commodities that can be similarly displayed, openly 
or with some sort of covering to hold the merchandise 
in place in the container. 

To boil it down to package trade talk, here is a 
cleverly constructed, well made set-up box which in- 
corporates the elements of good merchandising—it 
sells the product, whether that product be blocks 
alone or something plus. Patents on construction and 
idea, of course; they are owned and controlled by the 
Lebanon Paper Box Company. 
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---and only a dime 


"WO wit: ashaving bowl. But not just another shav- 
ing bowl, for Old Topper is quite distinguished, well- 
planned, good looking, practical—and made to sell at 
the surprisingly low price of ten cents. The greatest 
contributing factor to its low price and merchandising 
appeal is its smart molding of black plastic which, 
when empty, becomes a practical ash tray. 
This new shaving bowl is especially designed to be 
practical in everyday use. It is light in weight, ample 


be used from day to day as it is better to allow the soap 
to dry out. If covered, water is trapped in the bowl 
where it softens the soap and leaves it spongy.”’ 

When Mr. Pradt first began work on Old Topper 
there were few shaving bowls on the market for less than 
a dollar, and several imported numbers sold for even 
higher prices. It was his idea to develop a truly prac- 
tical bowl with a good quality soap to retail in the chain 
stores. Choice of materials became a real problem. 





in size to hold a generous portion (one and one-half 
ounces) of quality soap, and fits the hand to give a hold- 
ing grip even when one’s hands are wet. The cigarette 
slits have been carefully placed and serve as finger grips 
while the bowl is in use for its original purpose. 

The soap can be used to the last sliver without ever 
slipping about because of the planned shape of the 
bowl which has a recessed well at the bottom with three 
molded in lugs which hold the soap firmly in place until 
completely used, and prevent it from slipping out of 
place while being brushed for lather. 

“Old Topper” is provided with a simple but adequate 
closure of paraffined board suitable for protection on 
display and for use in packing the bowl for travel. 
“We feel,” says Allan Pradt, of Pradt and Smith Com- 
pany, makers of Old Topper, ‘‘that a cover should not 
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Wood was at first considered but was discarded after 
tests because it warps when wet and is bulky to make 
and ship. Investigation of available material pointed 
strongly to plastics if the planned selling price of ten 
cents was to be attained. 

The substantial rim at the base and the periphery 
gives I-beam strength of construction which lifts Old 
Topper out of the fragile class yet its light weight 
combined with this structural strength makes it easy 
to ship without elaborate protective packing. 

The neat general appearance of this lustrous black 
bowl is amplified by the well-designed paraffined cover 
in black, red and blue which is more than likely to get 
attention on display. 

Credit: To Bakelite Corporation for Bakelite and 
to Plano Molding and Machine Company for molding. 
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Designing for designers 


F any field of industry should be receptive to good 
package design, it should be that of artists’ supplies. 
For surely, if sound design affects the purchases of the 
artistically uninitiated it should have an even more pro- 
nounced effect upon people whose entire working lives 
are spent in the creation and appreciation of sound de- 
sign. Yet, until very recently, packaging for the artist 
has been among the most backward of all packaging 
fields. Even today, one has only to walk into an artists’ 


Some few years back, the first slight step toward a 
sensible package was effected by the addition of an im- 
printed band of color to identify the shade contained 
within. Yet, even then, the package was essentially 
unsound. The detachment or staining of the label 
destroyed this slight identification making it necessary 
to open each tube to get the proper one. 

A second step consisted of the replacement of the 
paper label by a lithographed tube. Here the label design 





supply store to find a veritable gold mine of the obso- 
lete, the outmoded and the downright ugly in package 
and product designs. 

Hence, those who do progress, deserve ail the greater 
praise for their pioneering endeavor. Those who, be- 
yond mere modernization of design, progress to the 
point of adding intelligent planning for usefulness earn 
not only lusty cheers but—because of the lack of com- 
petition—lusty sales as well. 

Consider the case of the Nobema Products Corpora- 
tion, who manufactures and packages artists’ colors 
both for its own selling organization and for the retail 
stores of others. Until a few years ago, the company 
was as guilty as the majority of its trade. The tubes 
were purchased “‘in the raw’’ and labeled with a crudely 
printed and one color, wrap-around label. 


was refined and spread out to cover the entire tube area. 
With the change an innovation in tube construction 
was introduced in the form of a thin metal film over 
the mouth of the tube, directly under the cap. This 
prevented sampling of the material and consequent 
short weight and spoilage. The identifying color bands 
were still lithographed at the top portion of the tube, 
and, though still inconspicuous, they were no longer 
easily destroyed. Sales were reported to have mounted 
precipitantly since the introduction of this change— 
and to have continued high. 

A final step, introduced on a line packaged as a pri- 
vate brand, now was developed to complete the transi- 
tion. Here, the name and trade mark were placed upon 
the bare surface of the tube in black lithography. A 
thin band above the name and (Continued on page 79) 
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TEMPEST in © 
a coffee pot 


ARLY last month Standard Brands, Inc., an- 

nounced a change from tin cans to paper bags in 
the packaging of its Chase & Sanborn’s Dated Coffee. 
The announcement of this change, previously unher- 
alded and without complete knowledge of all the con- 
ditions that occasioned it, caused considerable stir not 
only among package users but among certain suppliers 
of packaging materials. For, it was reasoned, if 
Standard Brands, occupying the position it does in the 
packaging field, makes the switch to another tvpe of 
container (obviously one less expensive), what effect 
upon consumer package desires will this innovation 
have, and to what extent will the successful introduc- 
tion of the new package act as an invitation for other 
similar package changes? 

To clarify any erroneous impressions that may exist 
in that direction, MODERN PACKAGING has obtained 
not only the first-hand opinions of officials of Standard 
Brands, Inc., but of others qualified to speak authorita- 
tively on the subject. In view of the circumstances 
which surround the change, it can be definitely stated 
that the move does not establish a precedent which can 
necessarily be followed by other coffee packers or for 
its application to other products. 

The first announcement which was released to the 
trade read as follows: ‘‘The same high quality of Dated 
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Coffee which has been packed in the tin cans is now to 
be sold in dated bags, eliminating the cost of the can 
and bringir g about a saving in the price of the coffee. 
This change is made possible by the Chase & Sanborn 
rapid delivery system which covers the country and 
supplies grocers everywhere with a freshly roasted 
dated package of coffee. Deliveries are made so fre- 
quently that no coffee remains on the grocers’ shelves 
more than ten days. 

“The use of an expensive container in an attempt to 
preserve coffee freshness is a waste of money so far as 
Chase & Sanborn is concerned. Our delivery system 
and the dated feature make it possible to get our coffee 
to the consumer absolutely fresh without the aid of a 
high cost container. 

“This change in package is the result of tests carried 
on for two years in different parts of the country, where 
public approval of the bag and lower price have pointed 
toward the general change.”’ 

These statements are amplified by the following his- 
torical sketch, also a part of the announcement: ‘The 
firm of Chase & Sanborn was organized in Boston in 
1864 and has been a pioneer in improvements ever since. 
It introduced the sealed tin can to the industry in 
1878, when that method of packing was the best then 
available for preserving coflee freshness. In 1894 the 
company introduced the first automatic weighing ma- 
chine in the industry. It pioneered in the use of parch- 
ment lined bags in 1895, and (Continued on page 76) 


These advertisements, appearing in the 
daily press, told consumers of the change 
in the Chase and Sanborn package. 
What's behind the story is told in the 
accompanying article 
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The ALL-AMERICA Abroad 


ii OU may be interested to know that the exhibition 

was a great success, and many thousands of 
English manufacturers, designers, printers, box makers 
and others came to see it. They were unanimous in 
their praise of the high standard of American produc- 
tion,’’ writes John Ryan, editor of Shelf Appeal, re- 
garding the All-America packages which were shown 


recently at Percy Lund, Humphries Exhibition Room, 
12 Bedford Square, London. The All-America pack- 
ages were included as part of an exhibition of packaging 
design and technique organized by that publication. 
The illustration above shows the display which was 
given to the winning packages in the 1934 competition. 

Three other sections were included in the exhibit, 
these comprising groups of packages from America, 
including 5- and 10-cent store items; and two groups of 
packages from the Continent—one being those from 
France, Sweden, Denmark, Austria, etc., and the other 
mainly from Germany, including the work of Professor 
Hadank. 

Each package shown was briefly described in a book- 
let, copies of which were distributed to the visitors. 
The introduction to this is interesting in that it reflects 
the impression which is held abroad, as well as on this 
side, regarding American packages: namely, that they 
are designed to sell. From this we quote: ‘“The pack- 
ages shown at this exhibition have not been specially 
produced for competition or exhibition purposes. 
The products for which they were designed are ordinary 
everyday goods which are on sale and can be bought in 
any American shop. Their fundamental purpose is to 
protect their contents in transit and to give them a sell- 
ing value. For this reason they are not all perfect 
specimens of design, for the designers have had limita- 
tions to cope with, such as trade marks, proprietors’ 
whims and the conventions of the trade. 


“What will strike you, however, will be the high 
standard of production attained—the excellence of the 
printing on boards, foils, metals, and transparent pa- 
pers. For it is in this that the Americans excel, and in 
this field we still have a lot to learn from them. Also, 
you cannot fail to notice how cleverly the designers have 
exploited new materials and new devices, and have put 
the convenience of the consumer first. 

‘‘What also is significant is that most of these goods 
were previously on sale in a very different form of 
package—but the owners were not so tied to tradition 
that they feared to make a change. It would seem 
that in the United States the real value of the package 
in selling is penetrating to every section of industry at a 
much greater rate than here in England.”’ 

With interest such as this it is highly improbable that 
constructively planned package competitions will fall 
into the discard, as was recently predicted by an Ameri- 
can package designer. It is quite significant that pack- 
ages other than the All-America were shown in the 
exhibit. Yet the latter was considered as a separate 
group and commented upon accordingly, as noted in 
the May issue of MODERN PACKAGING. From this 
comment it would seem quite apparent that the practi- 
cal as well as the aesthetic was given consideration in 
the opinion of those who viewed the packages, and that, 
as a group, the All-America offered a well-rounded 
selection of consequential packages. MODERN PACKAG- 
ING ventures to state that, but for the stimulation cre- 
ated by competitions, such as the All-America, and the 
various exhibitions, there would be less interest in pack- 
ages and their performance. Likewise, much of the 
knowledge regarding packaging materials and methods 
would be lacking, or at least confined to localities or 
individual usage—a condition hardly in keeping with 


present day practice. 
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LAN ROGERS is one of the most interesting figures 

in the British packaging world and his approach 
to the problem and technical methods have much in 
common with American practice. Closely linked with 
advertising all his life he early saw the potentialities of 
the well designed package and has forsaken advertise- 
ment design to specialize solely on packaging problems. 
Mr. Rogers not only finds time to run his own pack- 
age design consultancy but is also editor of the Pack- 
aging Review, Britain’s oldest packaging paper, and 
lectures on advertisement presentation and packaging 
at the Chelsea Polytechnic School of Art. 

In an interview Mr. Rogers had some interesting 
things to say about the state of packaging in the Brit- 
ish Isles. ‘‘You will find,’’ he said, ‘“‘package design as 
a specialized job is practically non-existent in this 
country. Packaging generally is still in its infancy 
and such progress as has been made has come about 


during the last year. This is to a large extent due to 
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AND HIS WORK 


the stimulus provided by certain sections of the pack- 
aging press, but, even so, there is still a great amount of 
educational work to be done before we have a position 
at all comparable to that existing in the United States. 
“Unfortunately there has been a tendency to over- 
dramatize the sales possibilities of good package de- 
sign, and with over-emphasis there is a natural ten- 
dency on the part of some manufacturers to regard re- 
design as a stunt. During the next year or two I ex- 
pect to see package design as a specialized job taking 
its rightful place in the merchandising scheme. Cer- 
tain commercial art studios are now paying some atten- 
tion to package design and a number of well known 
poster and advertisement designers have turned out 
some novel designs as an incidental to their other work. 
The Metal Box Company has employed a designer to 
direct its package design service. I believe, however, 
that mine is the only package design consultancy in this 
country which specializes in (Continued on page 81) 
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WASHINGTON 


developments 


® Multiple copyright of package 
labels becomes a reality, thanks to 
the persistence of Price Brothers of 
Boston. This packer sought to save 
money and spare trouble by making 
one registration at Washington cover 
a series of labels for various species 
of wine. The package layouts were 
repeaters, save for the designations 
of the respective types of wines. At 
the beginning the Federal censors 
refused to accept a blanket entry. 
But an appeal upset the bureau- 
cratic apple cart. The head admin- 
istrator ruled that label copyright 
applies only to the artistic element 
of labels. If that is the same in a 
family of labels, one registration is 
sufficient. 


© Official fingers at the U. S. De- 
partment of Agriculture can, next 
year, dip deeper into the packaging 
pie, Owing to extra expense money 
just voted by Congress in its pres- 
ent spending mood. The Bureau of 
Chemistry gets a lift from $1,184,- 
250 to $1,370,844. This is the labo- 
ratory that is conducting research 
on anti-rancidity packaging and has 
developed the Coe Green wrapper. 
The Forest Service, which is all the 
while experimenting with wood and 
fibre packages, will have, in 1936, an 
allowance of ten million dollars as 
against seven million in 1935. Food 
and Drug Administration, which 
lays down the rules for food and 
drug packaging, will have, begin- 
ning in July, an operating fund of 
$1,968,637 as against a budget of 
$1,644,355. 


®@ Producers of fibre cans and simi- 
lar types of containers some time 
ago put it up to Washington to find 
out why the substitutes cannot 
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make more rapid headway against 
the traditional glass milk bottle. No 
official pronouncement on the mys- 
tery has been forthcoming. But an 
unofficial guess by experts at the 
Bureau of Dairy Industry is that it 
is wholly a matter of cost. All the 
Department’s investigations indi- 
cate that fibre cans cost about one 
cent each, for a one-time use. Some 
manufacturers claim to be shading 
this, but not much. On the other 
hand, the Department figures show 
that, allowing for breakage, loss 
through non-return, cost of washing, 
depreciation and every other imag- 
inable charge, the milk bottle figure 
per trip is only about one-half cent. 
Moreover the gap is widening due to 
lowered mortality of glass bottles. 
Some dairies are getting as high as 
80 trips and 20 to 30 trips are com- 
mon. The main chance for the fibre 
can seems to be in store service, 
where service runs, in many in- 
stances, to only 6 or 8 trips. The 
acid test for fibre cans in the milk 
trade is on in the Detroit district 
where there has always been a 
flagrantly heavy mortality among 
milk bottles delivered to workmen 
in the automobile plants. 


® Scramble among packagers for 
monopoly rights in distinctive types 
of envelopes (for use in display con- 
tainers) has sent a number of manu- 
facturers to Washington for patents. 
Among many members of the indus- 
try there has been an impression 
that no toeholds for further patents 
can be found in a container so con- 
ventional as an envelope. What 
chance envelope-users have to sew 
up unusual packet-styles will be 
shown by the outcome of ventures 
such as the application for patents 


on the Kool-Aid Soft Drink pack- 
age. Perkins Products Company of 
Chicago is trying to obtain protec- 
tion for features of construction, fin- 
ish and design in its envelope. 


® Carton flaps, box tops, wrapper 
labels and other package vouchers 
emploved as admission tickets in 
contests, premium schemes, etc., 
should bear an ‘“‘expiration date.” 
That is to say, the people at the 
Post Office Department would pre- 
fer that the part of the package 
which is to be clipped for redemp- 
tion carry a dead-line date if there ~ 
is any question of the ability of an 
advertiser to secure an ample supply 
of premiums. This precaution of 
printing a time limit is being em- 
ployed by Ralston Purina Com- 
pany. Lucky too, perhaps, seeing 
as how the grand total of box tops in 
the Tom Mix contest is mounting 
toward the two million figure. 


® Models’ consent in writing need 
not be filed at the U. S. Patent Office 
in order to pedigree package pic- 
tures. This is the latest addition to 
the new freedom. And packagers 
have to give their thanks to the A. 
C. Spark Plug Company. Uncle 
Sam has long made it a rule not to 
register, as a brand, the portrait of 
any prominent man or woman with- 
out a formal O. K. from the party 
concerned. The spark plug com- 
pany challenged the necessity of re- 
quiring this red tape in the case of 
everyday citizens serving as models, 
professional or otherwise. The Com- 
missioner of Patents, acknowledging 
that the point was well taken, or- 
dered his subordinates not to be so 
exacting. He holds that even if the 
names or portraits of celebrities are 
denied registration the principle can- 
not properly be extended to the 
names and portraits of unidentified 
individuals. 


® Whatever happens, eventually or 
sooner, to the NRA the Federal 
Trade Commission will remain on 
the scene as an instigator of codes of 
ethics for the various trades and in- 
dustries. Which lends an impor- 
tance, perhaps not yet fully realized 
by packagers, to some of the key 
principles which the trade body is 
featuring at its successive Trade 
Practice Conferences. One of these 
tacit commandments is that the 
owner of an exclusive package de- 
sign or dress should deal directly 
with alleged original infringers rather 
than attempt to intimidate their 
customers. The Commission is set- 
ting its face against odd-sized or 
odd-shaped containers that look like 
standard packages but hold less. 
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A “window” carton permits the purchaser to see 
color size and uniformity of clothes pins. Designed 
for Munising Woodenware Co. by Milprint Products. 


Reverse side of carton lists other woodenware items 


made by the company ... Anaconda valves (The 


American Brass Co.) in new reverse tuck folding boxes 
designed by Frank Condon and made by Campbell 
Box & Tag Co. ... “Tells What It Sells”, describes the 
new display which Everett & Barron uses for One White 
shoe cream . . . Seagram’s “Pedigree” package simu- 


lates an ancient volume to attest the product's lineage 














fe The new “shaker” package for Pompeian Olive Oil is pur- 


posely slack-filled. Containers and metal closures by Hazel-Atlas 


:. New designs in glass containers as used for College Inn 


products, both vacuum sealed and having White cap closures 


2. Darby Foods introduces peanut butter in vacuum sealed 


tumbler—closure by White Cap—which dealers accept with enthusiasm 


4, The transparent center panel of this novel cookie package 


is made of laminated Cellophane, processed by The Dobeckmun Company 


a Quality atmosphere is enhanced for Pin Money products 
through the use of these redesigned packages, created by The Blackman 


Company. Bottles by Owens-Illinois: caps by White 


6. Juvenile appeal is built in the corrugated ‘fibre H-Bar-O Ranch 


House designed and made by Hinde & Dauch for Hecker H-O products 


7. Salesmen for Nash Coffee Co. registered 100 per cent sales 
on calls with this display featuring premium package. Jar and cap are 


furnished by Hazel-Atlas Glass Company 
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THE ROAD THAT HAS NO 
DETOURS WHEN YOU ARE 


GOING TO MARKET 
IN GLASS 


By virtue of a Complete Packaging Service 
that makes containers, closures and cases 
all available through one responsiblesource 
of supply, Owens-Illinois helps you get more 
satisfactory results on a more economical 
basis. Through its Packaging Research Di 
vision, this company also provid 
services designed to ine easeG 








others who feel that an; : 
tial survey of ree" situation may lead to 
improving it. A short cut in packaging 
procedure, for instance, might save you 


OWENS 




























thousands of dollars a year. That is the sort 
of work in which this-division is constantly 
engaged. Perhaps some problem baffles a 
less diversified laboratory or less broadly 
xperienced technicians. It may already 

.solved and the answer in our files, 
or the Packaging Research Division me 


ervice is as close to you as your telephone. 
Simply call the nearest office of 
OWENS-ILLINOIS GLASS COMPANY, 
TOLEDO, OHIO. 












































A mmospurne is created in the line of packages used by Vimay, Incorporated, for 
its Amphoteric cosmetic preparations which has attracted considerable attention among 
Pacific Coast department stores. Bottle is crystal white, label printed on gold foil. The violet 
colored jar has a gold foil label and gold plated cap. Box is covered with gold foil.... Soa 
woman may buy, in one package, the essential requisites for a home beauty treatment, 
Barbara Gould devised the set shown. Box by Lorscheider Schang, bottle by Swindell Bros., 
molded cap by Colt’s, jars and metal caps by Hazel-Atlas. ... Atlantic Refining Company is 
the latest convert to applied color containers for the repackaging of its Russian Mineral Oil. 
Using a container of stock design, Owens-Illinois produced the new package. Crest and 
lettering are in red and black. . . . Eagle Druggists Supply Company introduces its Han-D-Kit, 


which contains three essentials in a carton produced by Eastern States Carton Corporation 
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I wmepiate acceptance of beauty shop owners 
and jobbers greeted the’new package which Edward 
W. Zabel Company designed for McLaughlin-Owen 
Company. Note change of name, too. New bottle has 
a molded urea formaldehyde top. . . . Component parts 
of the new Roger & Gallet package effect the attractive 
in artistic design and structurally. Produced by Robert 
Gair Co. Inc. . . . Gibson Howell Company merchan- 
dises its new Nona Roy products in the packages 
illustrated. Labels designed by E. Leonard Koppel, 


printed by Kehlmann Printing Co.; bottles and jars 


Albolene 


SOLID 
lec al Pro 
{ the st 
434 Creams 
McKesson & RosBins 
stevens puiscieont wowrntst 


from Knox Glass Co., and caps from Phoenix Metal Cap Co... . Styled for 
merchandising to women who believe that treatment of the skin is scientific 


and not romantic is the new McKesson & Robbins package for Albolene Solid 
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Cut out displays, such as that shown for Mickey 
Mouse Comic Cookies, have been responsible for 
stepping up sales, often as high as several hundred 
per cent. This is made of colored corrugated board, 
die-cut to be shipped in flat packages, by The Hinde 


& Dauch Paper Company 


For use in both percolators and dripolators, not only 
filters coffee as clear as your favorite cocktail, but 
also keeps the grounds together so that they can be 
easily disposed of. This new filter-liner combination 
is marketed under the trade name of Perk-O-Liners, 
by the General Paper Products Company, distributed 
through chain grocery, drug, and five and ten cent 


stores, as well as department stores. 


Selling cheese so effectively in all parts of the country that it has 
been named the “Kraft Cheese Selling Unit” is this metal display 
rack, designed and made by Michigan Wire Goods Company, follow- 
ing suggestions by Allen A. Wright, advertising manager of Kratt- 


Phenix Cheese Corporation. The colorful packages are well set off 


by the aluminum bronze finish of the rack 
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This is the ninth of a series of articles planned to better acquaint the user of packages and package materials 
with the processes by which they are produced and the factors that enter into their specifications and purchase. Pre- 
vious articles have dealt with Glazed and Fancy Papers, Glass Containers, Folding Cartons, Aluminum Foil, Tubes 
and Containers, Printed Paper Bags and Set-up Paper Boxes. 


In this article we deal with the two major types of shipping containers. For the photographs herein and for 





much of the information upon which this article is based, we are indebted to the Container Corporation of America. 


CORRUGATED AND SOLID FIBRE SHIPPING CASES 








ORRUGATED BOARD used in shipping cases is 

made up of three parts: in the center is a sheet 
of straw paper or similar material which has been 
pressed between specially made rollers to form corru- 
gations or arches. These are commonly */;5 in. in 
height, and run from 32 to 36 to the foot. Facings or 
liners are then attached to both sides of the corrugated 
paper with strong adhesives, forming a double-faced 
board that is light, rigid, and strong. The liners may 
vary in strength and thickness, according to the re- 
quirements. 

Shipping cases are made by scoring the corrugated 
board vertically and horizontally to form the edges of 
the boxes and slitting or slotting at right angles to the 
horizontal scores to form flaps for sealing the top and 
bottom. A joint is made at one corner of the shipping 
case by the manufacturer, using for that purpose a 
heavy gummed tape. When packed the cases are 





Above: Hollander type beater in which 

raw stock and water are mixed and agitated 

in the first process of reducing the raw 

material to pulp. All photographs courtesy 
of Container Corporation of America 


Below: The diluted pulp (after being 
treated in the beaters, Jordans, and screens) 
coming in contact with a cylinder mold 














sealed top and bottom, usually by gluing the flaps 
together with some strong adhesive. Often this is 
done on automatic sealing machinery. Sometimes 
gummed tape is used on all joints instead. 

Solid fibre board is a laminated material. It is 
made up of layers of container chip in the center to 
which test liners are attached on the outside, using 
strong adhesives for that purpose. The liners vary in 
thickness and strength according to requirements. 
This board is built up to a thickness of .060, .OSO, 
.100 in., and often heavier, to meet special needs for 
protection. 

The shipping cases made of solid fibre board are 
formed in the same manner as corrugated cases, with 
the exception that the manufacturer’s joint is usually 
made with wire stitching or staples. When packed 
solid fibre cases are also sealed top and bottom, some- 


Top: The paper, now strong enough to carry its 
own weight, is seen leaving the papermakers’ 
felt on which it has been carried up to this point 


times by gluing the flaps as in the case of corrugated 
boxes, but more often by stitching with wire staples, 
for which purpose ingenious machines have been 
developed permitting the clinching of the staples on 
the inside of the flaps. 

In connection with the use of both types of con- 
tainers, interior packing has been developed. By 
interior packing is meant scored and die-cut partitions, 
liners and pads as an additional protection from outside 
shocks during shipment, and to hold the contents of 
the shipping container firmly in place. Articles that 
are fragile or irregular in contour are successfully 
shipped long distances when adequately protected in 
this manner. 

On December 19, 1871, patents were issued to 
A. L. Jones, protecting his rights as inventor of corru- 


gated paper for packing. The patent covered the 


Top: The paper passes from the drying section 
of the cylinder board machine to the first 
calender stack where it is pressed and ironed 


Bottom: The paper is passed over large steam- Bottom: The test liner and the straw or other 


7 heated drying cylinders where the excess water 
~~ is evaporated, preparing the sheet for the calen- 
dering process 
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corrugating material, in rolls, are passed 
between two corrugated steel rollers which 
crimp or corrugate the paper 
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corrugated sheet only and made no mention of backing 
or facing sheets. Jones assigned his patents a few 
years later to two Eastern firms who began the manu- 
facture of corrugated paper and for a number of years 
continued as the only makers. Presently one face 
and then two were attached to the corrugated sheet 
and the development of special machinery for con- 
structing the board was undertaken. Gradually the 
new board, backed by much sales effort, began to 
supplant the cruder materials then used for linings and 
partition packing in wooden boxes. Between 1890 
and 1900 a number of concerns had entered the in- 
dustry. Some were progressive wood box makers 
who added the necessary equipment to produce corru- 
gated packing for their boxes; others were paper 
makers who saw in the growing demand for corrugated 
board an output for their mills. 

There next took place a rapid development of corru- 


The board is creased horizontally and cut to 
the correct lengths for shipping cases as a 
part of this fabricating process 


In printing corrugated board, rubber dies 
of high precision obtain clear printing im- 
pressions without crushing the corrugations 
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gated boxes for express shipments, due to the lightness 
and strength of the board. In 1903, at the insistence 
of certain manufacturers of cereals, an exception to 
the Freight Classification was made whereby cereal 
foods packed in corrugated boxes were accepted for 
freight shipment. Beginning in 1904 a series of meet- 
ings was held, by those prominent in the new industry, 
for the purpose of adopting specifications which would 
meet the requirements of the freight service. These 
were eventually formulated, after many consultations 
with the railroads, and in 1906 the Official Classification 
Committee authorized the use of corrugated boxes for 
freight shipments with a penalty of ten per cent advance 
over the rates prescribed for other types of containers. 
The new freight box, particularly the lap-end or 
slotted carton, grew in popularity and the discovery 
of the process by which they could be haridsomely 
printed gave added stimulus to the business at this 
time. For the first two years of their general use, 
freight boxes were manufactured according to speci- 
fications originally formulated by the box makers; 
but in 1908, the railroads presented the conditions 
under which they would accept corrugated containers. 
In the revision of the classification, corrugated boxes 
were placed at the same rating as wooden boxes. 
Somewhere along this line of march the solid fibre 
shipping case had its beginning. Solid fibre board was 
probably first developed for use with wood frames, as 
a substitute for the solid wood sides in large shipping 
cases, in an effort to economize and to save weight. 
As in the case of corrugated board, solid fibre board 
was probably first produced without a full realization 
of its tremendous possibilities. In 1900 an official 
classification makes mention of fibre board boxes 
enclosed in wood frames. At some later date it was 
made into boxes without the use of wood and permitted 
for freight shipments when made to specifications pre- 
scribed by the railroads and classification committees. 
The development of the solid fibre case was almost 
parallel to the development of the corrugated box. 
Its different qualities perhaps made it more suitable 
for commodities that did not demand the cushion 
provided by the corrugations. It does not puncture 
as readily as corrugated board and had its greatest 
development in its use for shipments of commodities 
packed in cans. Solid fibre board was originally made 
by the slow process of pasting sheets together, but 
about 1908 the first paster was developed for making 
a continuous laminated sheet of board from roll stock. 
This, of course, was a great improvement over the old 
sheet process, although the speed of the new process 
was only about 25 feet per minute. 
In the modern shipping container plant, the shipping 
case actuaily has its start in the paper mill. It is only 
by producing paper that is best for the purpose that 
the maximum service is secured from the shipping 
container and for that reason (Continued on page 72) 
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EDITORIAL OPINION 





WE ARE NOT WARY 


It was with mixed feelings of amusement and protest 
that we read in a recent issue of a contemporary publi- 
cation an extended diatribe by one of the better known 
package designers which was directed against package 
competitions in general. Had this been presented 
merely as news or as an expression of one designer’s 
opinion, we should probably have given no further 
thought to the matter other than that he is entitled to 
his beliefs and should be respected for having them. 
But in this instance the outburst, so far as we can see, 
simply served as an opportunity to promulgate, with 
virtuous simplicity, a pet promotion of that publication. 
Yet, if records serve us correctly, its earlier files will 
show that considerable encouragement has been given— 
both in its advertising and editorial columns—to the 
furtherance of package competitions. 

We learn in a later issue that ‘‘many letters have been 
written, supporting the designer's views on the growing 
menace of packaging ballyhoo, exemplified in award 
contests, but not a single opinion has been written in 
support of the other side.’’ Under these circumstances, 
one fails to see just what is to be gained—it would al- 
most seem that the future of package competitions is to 
be settled right now. 

But we are not so gullible as to accept this dictum 
without analyzing some of the charges that have been 
made. Some of them, true, have every foundation in 
fact, and many of these have already been pointed out 
by individuals interested. But these ‘‘offenses’’ have, 
in the main, been the result of misdirected enthusiasm 
and will, because they are unsound, be eliminated as 
time goes on, and as package competitions continue. 

We resent, as a blanket indictment, the term ‘‘un- 
informed judges’ as an implication against the integ- 
rity and ability of those who select the winning pack- 
ages. We think in this instance that the writer is not 
only unfair but is improperly or inadequately informed. 
As to sales results or ‘‘performance’”’ of a package, what 
of the package which is just placed on the market? Ob- 
viously it has no records on which to base its fitness. 
But the other facts—the why, the background and 
what was done—can be and have been furnished. We 
could quote many instances where the lack of such in- 
formation disqualified entries in package competitions. 

We do not find a tendency to withhold information 
concerning the failure of a package selected as a winner 
in a packaging competition. The files of MODERN 
PACKAGING have, each year, recorded the performance 
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of the packages chosen in its competition—the All- 
America—the year previous. 

The writer, we think, in attempting to dismiss what- 
ever claims may be made by the material manufacturer 
ior his part in the creation of a successful package, over- 
looks the fact that the designer performs his work 
through the medium of those materials. Certainly 
without this development, conducted by those manu- 
facturers, the business of packaging would not have 
progressed to the point that it has. Perhaps much of 
the manufacturer’s ‘‘to-do’’ is in self-defense—he feels 
that he is entitled to some credit. 

Packaging competitions have been well conducted— 
they have done a good job—manufacturers want them 
—the industry needs them—they have had capable 
judges—they will carry on. 


LABEL SAGA 


We often hear the term “‘case history”’ as applied to 
the chronological record of animate and inanimate 
things, and usually such performance data offer oppor- 
tunity for interesting study and future guidance. 
This is particularly so in the instance of packages which 
have consistently and continuously formed an integral 
part of the merchandising plan for the products they 
contain. In this issue it is our privilege to present just 
an instance—that of the Life Savers label. 

A study of those illustrations which reproduce the 
labels—both the Pep-O-mint and Orange labels—will 
show the important steps which were taken to meet 
changes in production, distribution or other conditions 
influential in the growth and acceptance of these prod- 
ucts. Analyzing these label ‘‘transitions’’ we find—in 
the case of the Pep-O-mint label—first, conformance to 
the public’s interest in peppermint asa flavor. As Life 
Savers became better known by their shape, that desig- 
nation was given more importance, and this step was 
followed by the incorporation of ‘“The Candy Mint 
With The Hole’’ as combined with the trade mark. 
The last change was the adoption of the three-way label 
for easier consumer identification. Each step regis- 
tered a progressive move entirely in tune with package 
modernization and merchandising requirements. Simi- 
larly the “‘saga’”’ of the Orange label can be traced. 

Such examples as these are constructive guide posts to 
intelligent and consequential package design—whether 
it be that of a container, label or any part of the package 
assembly. So we say more power to those who work in 
such an effective direction. 




















That’s what a manu- 
facturer said to us 
when he dropped in at the plant one 
day, unexpectedly. He said: ““What’s 
it all about—this Dennison Packaging 
Service?” 

Well—we started out to show him 
“the works.” Took him in and out of 
testing laboratories. Down into 
rooms where technicians tinkered 
at queer-looking research gadgets 
(searching out, we said, the little 
bugs that eat up production costs). 
Then to the busy, humming presses 
where the Harris’, New Eras, Meisels, 
Miehles, Kelleys, high-speed rotaries, 
cylinder presses and a variety of 
others were doing their stuff. And 
on through the designing rooms, 
and special departments on paper, 
inks, glue, ete., ete. 

And when we had finished our 
trip, and wound up back where we 
had started from, the prospect ad- 
mitted it was quite a show and that 
maybe he’d better think things over 
on that new packaging order his 





company was about to place.* 

We wish you could come 
and look us over, too. We 
wish you could see with your 
own eyes the extraordinary 
trouble we go to in making 
sure we deliver better pack- 
aging at less cost. 

The increased efficiency 
of our manufacturing methods—the 
creation and adaptation of package 
designs that cost less to manufac- 
ture—the knowledge and experience 
behind our Planning Group and its 
ability to aid in research, design, 
manufacture and sales strategy— 
these, plus Dennison’s high-speed, 
automatic equipment, are, you would 
be convinced, the reasons why the 
Dennison Packaging Service can do 
an excellent job for you. 

If you can’t visit us, let us bring 
the full story of our service to you. 
There’s absolutely no obligation — 
just telephone or write the Dennison 
representative at the nearest address 
listed below. 


Framingham, Mass. (Factory and Main Office) 


185 Devonshire Street, Boston, Mass. 
1015 Chestnut Street, Philadelphia, Pa. 
629 Euclid Avenue, Cleveland, Ohio 
833 Market Street, San Francisco, Calif. 


*WE GOT THE JOB! 


220 Fifth Avenue, New York, N. Y. 
62 East Randolph Street, Chicago, Ill. 
406-7 Santa Fe Building, Dallas, Texas 
504 Fourth and Pike Bldg., Seattle, Wash. 
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WE ARE NOT WARY 


It was with mixed feelings of amusement and protest 
that we read in a recent issue of a contemporary publi- 
cation an extended diatribe by one of the better known 
package designers which was directed against package 
competitions in general. Had this been presented 
merely as news or as an expression of one designer’s 
opinion, we should probably have given no further 
thought to the matter other than that he is entitled to 
his beliefs and should be respected for having them. 
But in this instance the outburst, so far as we can see, 
simply served as an opportunity to promulgate, with 
virtuous simplicity, a pet promotion of that publication. 
Yet, if records serve us correctly, its earlier files will 
show that considerable encouragement has been given— 
both in its advertising and editorial columns—to the 
furtherance of package competitions. 

We learn in a later issue that ‘‘many letters have been 
written, supporting the designer’s views on the growing 
menace of packaging ballyhoo, exemplified in award 
contests, but not a single opinion has been written in 
support of the other side.’’ Under these circumstances, 
one fails to see just what is to be gained—it would al- 
most seem that the future of package competitions is to 
be settled right now. 

But we are not so gullible as to accept this dictum 
without analyzing some of the charges that have been 
made. Some of them, true, have every foundation in 
fact, and many of these have already been pointed out 
by individuals interested. But these ‘‘offenses’’ have, 
in the main, been the result of misdirected enthusiasm 
and will, because they are unsound, be eliminated as 
time goes on, and as package competitions continue. 

We resent, as a blanket indictment, the term ‘‘un- 
informed judges’’ as an implication against the integ- 
rity and ability of those who select the winning pack- 
ages. We think in this instance that the writer is not 
only unfair but is improperly or inadequately informed. 
As to sales results or ‘‘performance’’ of a package, what 
of the package which is just placed on the market? Ob- 
viously it has no records on which to base its fitness. 
But the other facts—the why, the background and 
what was done—can be and have been furnished. We 
could quote many instances where the lack of such in- 
formation disqualified entries in package competitions. 

We do not find a tendency to withhold information 
concerning the failure of a package selected as a winner 
in a packaging competition. The files of MODERN 
PACKAGING have, each year, recorded the performance 
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of the packages chosen in its competition—the All- 
America—the year previous. 

The writer, we think, in attempting to dismiss what- 
ever claims may be made by the material manufacturer 
for his part in the creation of a successful package, over- 
looks the fact that the designer performs his work 
through the medium of those materials. Certainly 
without this development, conducted by those manu- 
facturers, the business of packaging would not have 
progressed to the point that it has. Perhaps much of 
the manufacturer’s ‘‘to-do”’ is in self-defense—he feels 
that he is entitled to some credit. 

Packaging competitions have been well conducted— 
they have done a good job—manufacturers want them 
—the industry needs them—they have had capable 
judges—they will carry on. 


LABEL SAGA 


We often hear the term ‘‘case history”’ as applied to 
the chronological record of animate and inanimate 
things, and usually such performance data offer oppor- 
tunity for interesting study and future guidance. 
This is particularly so in the instance of packages which 
have consistently and continuously formed an integral 
part of the merchandising plan for the products they 
contain. In this issue it is our privilege to present just 
an instance—that of the Life Savers label. 

A study of those illustrations which reproduce the 
labels—both the Pep-O-mint and Orange labels—will 
show the important steps which were taken to meet 
changes in production, distribution or other conditions 
influential in the growth and acceptance of these prod- 
ucts. Analyzing these label ‘transitions’ we find—in 
the case of the Pep-O-mint label—first, conformance to 
the public’s interest in peppermint asa flavor. As Life 
Savers became better known by their shape, that desig- 
nation was given more importance, and this step was 
followed by the incorporation of “The Candy Mint 
With The Hole’ as combined with the trade mark. 
The last change was the adoption of the three-way label 
for easier consumer identification. Each step regis- 
tered a progressive move entirely in tune with package 
modernization and merchandising requirements. Simi- 
larly the “‘saga”’ of the Orange label can be traced. 

Such examples as these are constructive guide posts to 
intelligent and consequential package design—whether 
it be that of a container, label or any part of the package 
assembly. So we say more power to those who work in 
such an effective direction. 
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That’s what a manu- 
facturer said to us 
when he dropped in at the plant one 
day, unexpectedly. He said: ““What’s 
it all about—this Dennison Packaging 
Service ?” 

Well—we started out to show him 
“the works.” Took him in and out of 
testing laboratories. Down into 
rooms where technicians tinkered 
at queer-looking research gadgets 
(searching out, we said, the little 
bugs that eat up production costs). 
Then to the busy, humming presses 
where the Harris’, New Eras, Meisels, 
Miehles, Kelleys, high-speed rotaries, 
cylinder presses and a variety of 
others were doing their stuff. And 
on through the designing rooms, 
and special departments on paper, 
inks, glue, ete., ete. 

And when we had finished our 
trip, and wound up back where we 
had started from, the prospect ad- 
mitted it was quite a show and that 
maybe he’d better think things over 
on that new packaging order his 


185 Devonshire Street, Boston, Mass. 
1015 Chestnut Street, Philadelphia, Pa. 
629 Euclid Avenue, Cleveland, Ohio 
833 Market Street, San Francisco, Calif. 


*WE GOT THE JOB! 








Framingham, Mass. (Factory and Main Office) 
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company was about to place.* 

We wish you could come 
and look us over, too. We 
wish you could see with your 
own eyes the extraordinary 
trouble we go to in making 
sure we deliver better pack- 
aging at less cost. 

The increased efficiency 
of our manufacturing methods—the 
creation and adaptation of package 
designs that cost less to manufac- 
ture—the knowledge and experience 
behind our Planning Group and its 
ability to aid in research, design, 
manufacture and sales strategy— 
these, plus Dennison’s high-speed, 
automatic equipment, are, you would 
be convinced, the reasons why the 
Dennison Packaging Service can do 
an excellent job for you. 

If you can’t visit us, let us bring 
the full story of our service to you. 
There’s absolutely no obligation — 
just telephone or write the Dennison 
representative at the nearest address 
listed below. 


220 Fifth Avenue, New York, N. Y. 
62 East Randolph Street, Chicago, III. 
406-7 Santa Fe Building, Dallas, Texas 
504 Fourth and Pike Bldg., Seattle, Wash. 
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J.,LeRoy Warner, assistant treasurer of Bristol- 
Myers Company, died the evening of May 11 of a 
heart attack at his home, 47 Plaza St., Brooklyn. 
He was forty-nine years old. 


William McLaren Bristol, chairman of the board 
of directors of the Bristol-Myers Company, died on 
June 2nd at the Gotham Hospital, New York City, 
after several weeks’ illness. He was 74 years old. 
In 1889, with John Ripley Myers, Mr. Bristol or- 
ganized the Bristol-Myers Company, of which he was 
president until 1927, when he became chairman of the 
board. His son, Henry Platt Bristol, succeeded to 
the presidency. The company has offices at 75 West 
St., New York, and plants at Hillside, N. J. 

Two other sons, Lee Hastings Bristol and William 
McLaren Bristol, Jr., also survive, being, respectively, 
vice-president in charge of advertising and vice-presi- 
dent in charge of production for the company. His 
wife, Mrs. Mary Seymour Lee Bristol, and five grand- 
children also survive. 


Dum. SPORTING Coops 


The National Paper Box Manufacturers Association 
will hold its 17th annual convention at the Drake Ho- 
tel, Chicago, Ill., June 24 to June 26. Coincident 
with this will be held the 40th annual meeting of the 
Western Paper Box Manufacturers. A cooperative 
exposition of paper box equipment and supplies will 
be held in conjunction with the convention. 
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Simplex Paper Box Corporation hasfremoved its 
office and folding box department to a modern and 
larger plant at Lancaster, Pa.; Bell phone 8251. 
The set-up box division of the company will be*re- 
tained in Lititz, Pa. 


Jack Caviezel has been recently appointed sales 
manager of the new Specialty Division of Exact 
Weight Scale Company, Columbus, Ohio. This new 
department will manufacture a limited line of adver- 
tising specialties and premiums. Mr. Caviezel was 
formerly vice-president of Advertising Metal Display 
Company, Chicago, and was also with the Whitehead 
& Hoag Company as manager of its Kansas City- 
Chicago offices. 


Removal of its Pacific Coast factory and head- 
quarters to a larger and more modern building at 735 
Battery St., San Francisco, Cal., has been announced 
by the National Adhesives Corporation. A con- 
necting building at 235 Broadway houses the boiler 


During the first week in May the school 
of Fine and Applied Arts of Pratt Insti- 
tute, Brooklyn, N. Y., held its annual 
exhibition of student work, On each 
of the several days during which the 
exhibition was in progress luncheons 
were given by the director, James C. 
Boudreau, and the chairmen of depart- 
ments to groups of leaders in the profes- 
sional field. Among the exhibits were 
included several packages, designed by 
the students, which show considerable 
merit. A selection of these is repro- 
duced in the accompanying illustration. 
It is gratifying to know that a placement 
has already been found for a number of 
students who graduate in June 


plant and cooperage shop. As a result of this move, 
necessitated [by steadily increasing demand for the 
company’s products on the Pacific Coast and nearby 
inland states, National Adhesives’ space and facilities 
at San Francisco have been more than trebled. The 
new building, a three-story white tile-front structure, 
contains a completely equipped new plant, with 
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cA speedy, economical tin 


packaging line 


The Morrison Company of Philadelphia packages a wide variety of powdered puddings, 
pie fillings and ice cream preparations on Stokes & Smith equipment. Three attendants 
produce a continuous stream of tightly sealed, non - sifting, bag -lined cartons. 


The cartons are hand fed to the carton sealer, which seals the bottom flaps and carries 
them to the Universal Fillers. There attendants fill the bags and place them in the con- 
veyed cartons, which then move on to the Sealer. There the open top of the bag is 
automatically sealed in with the top flaps of the carton and the packages are conveyed 
under pressure to the shipping table. 


Similar semi-automatic or fully automatic Stokes & Smith equipment with automatic car- 
ton feed, bag inserting and automatic filling, for the production of sixty packages per 
minute is also available. An S & S Packaging Engineer will gladly suggest the proper 
equipment for your particular needs. Write for information. 


FOR PRODUCTION OF 15 TO 60 PER MINUTE 


STOKE MITH © 


PACKAGING MACHINERY PAPER BOX MACHINERY 
Frankford, Philadelphia, U. S. A. 











modern machinery for the manufacture of glues, 
pastes and gums. Most of this machinery is of a 
special type of construction, developed by the com- 
pany after years of practical experience. 

This plant and new equipraent now permit Na- 
tional Adhesives to utilize raw materials of its own 
manufacture. According to David J. Light, vice- 
president in charge of the Pacific Coast division, this 
will not only ensure a constant supply of carefully 
tested and properly controlled raw materials, but will 
also provide added protection for users of the com- 
pany’s products. National Adhesives has been manu- 
facturing in San Francisco for eleven years, the original 
plant having been opened in January, 1925. In 
addition to its San Francisco office, the Pacific Coast 
division of the company also maintains warehouses 
at Los Angeles and Seattle. 


The Cameo Die Cutting & Engraving Company has 
moved to larger quarters at 154 W. 14th St., New 
York. Telephone, Watkins 9-4904-5. 


Bristol-Myers Company has appointed A. D. 
Studdiford to be in charge of purchasing for the 
company. His headquarters will be at the general 
office of the company, 75 West St., New York. Mr. 
Studdiford will take the place of J. LeRoy Warner, 
who died on May 11. 

Mr. Studdiford is a graduate of Princeton University, 
class of 1924, and was formerly connected for six 
years with the New Jersey Zinc Company. For the 


past six years he has been assistant to the manager of 
production at the Bristol-Myers plant in Hillside, 
New Jersey, and assumes his new responsibilities with 
a competent background based upon several years’ 


practical experience. 


New building operations are reported by National 
Can Company, Inc., additional to its plant located at 
Maspeth, L. I. Construction work involving an ex- 
penditure of $360,000 is now under way. The com- 
pany has recently completed extensive additions to 
its plants at Boston, Baltimore, and Hamilton, Ohio, 
as part of a program of expansion necessitated by 
increasing trade volume. Aside from the above, 
factories and sales offices are maintained at Chicago, 
Brooklyn, Detroit, New Orleans, and Kinsale, Va. 


Milprint Products Corporation, Milwaukee, Wis., 
has established a plant in Los Angeles, Cal., at 7012 
McKinley Ave., to take care of the increasing demand 
for its products on the Pacific Coast. Stan Coumbe, 
who has had a wide and varied experience in the field 
of successful merchandising, has been placed in 
charge of the Pacific Coast division, with other per- 
sonnel from the home plant in charge of fabrication 
and production. Establishment of this plant marks 
the third such unit, the other two being the plant in 
Milwaukee and the eastern division located at Phila- 


delphia, Pa. 


64 MODERN PACKAGING 


Thomas Sheffield and Ellen Wacker will be married 
at the home of Miss Wacker’s parents, Mr. and Mrs. 
Frederick G. Wacker, on June 29 at Lake Forest, III. 
Mr. Sheffield is the son of L. T. Sheffield, president of 
the New England Collapsible Tube Company. 


Increased business and greatly widened distribution 
of its various products in every section of the country 
has made it necessary for the Chicago Printed String 
Company to materially enlarge its present building. 
When the latter was completed in 1929, with facilities 
for double the production of the former plant, it was ex- 
pected that it would take care of requirements for many 
years to come. However, in spite of the depression, it 
is now necessary to immediately increase its floor space 
by still another fifty per cent. Work on the first new 
wing will be completed by the end of July. 

The Chicago Printed String Company is the largest 
manufacturer of printed advertising tape in the coun- 
try. This product is known by practically every re- 
tailer and manufacturer who uses tying material. In 
addition, this company manufactures Ribbonnette for 
fancy tying and is putting on the market a superior line 
of gift wrappings and tyings under the well known 
‘Tie-Tie”’ trade name. ,; 


Marshall I. Williamson, for several years a free 
lance designer and consultant in the creation and pro- 
duction of specially constructed folding cartons, win- 
dow and counter displays and display-containers, has 
now organized and incorporated his business as Wil- 
liamson Foldisplay Corporation with offices in the 
Flatiron Building at Fifth Ave. and 23rd St., New 
York. Mr. Williamson is the inventor and patentee 
of various ingenious folding carton and display con- 
structions, outstanding among which are his single- 
piece, three-plane displays, printed one side only and 
assembled without stapling or gluing. Also of special 
interest is a simple and economical one-piece display- 
basket or counter-bin, suitable for many kinds of small 
packaged goods. 

Formerly associated with Barron G. Collier, Inc., 
street car advertising, the Batten, Barton, Durstine 
and Osborne advertising agency, McGraw-Hill Pub- 
lishing Company and the National Folding Box Com- 
pany, Mr. Williamson brings to his new organization 
the experience of more than fifteen years in the adver- 
tising, merchandising, and sales-promotional fields. 
Associated with him are Charles F. Flynn, also for- 
merly of the Barron G. Collier organization and at 
one time art director of Tabard Press, and George M. 
Flynn, formerly of the sales staff of Tabard Press. 

The Williamson Foldisplay Corporation now ser- 
vices a limited clientele, direct, in the development of 
effective special cartons and displays—from the solu- 
tion of the mechanical problems involved through con- 
ception and development of merchandising aspects, 
decorative designing and styling and production of 
finished art, engravings and printing or lithography, 
to final delivery of the finished cartons or displays. 








Here are three bags that tell a story of sales-appeal, protection 
and economy —the three most important points in packaging 
now combined in three attractive bags. 


RIEGELINE Bags cost but little more than ordinary glassine yet they give 
you good all-over transparency. They are strong, brilliantly printed and 
are particularly suited to any product not needing moisture protection. 


RIEGELITE Bags have an inner wax lining that will keep your products 
fresh and extend its period of saleability. They offer all-over transparency 
and soft pliable strength at a cost so low they can be freely adopted wherever 
moisture protection is essential. 


DIAFANE BAGS are something really new in the bag line. They are highly 
transparent and the glossy surface will not mar with handling. Different 
grades provide high or low moisture protection and heat sealing, if desired. 
Many manufacturers are already maintaining sales and cutting costs through 
changing from transparent cellulose to Diafane bags. Sheets or rolls for 
package wrapping can also be supplied. 


These three bags are made from coast to coast by leading bag manufacturers. 
Write now for full quotations and samples. We are sure you will find them 
of interest. 


FOR THEMSELVES! 


RIEGEL PAPER CORP. 342 MADISON AVE., NEW YORK 


The attached insert is Riegel’s M.P. Diafane, basis 25 Ib. 
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LETTERS 


UNFAIR PRACTICE 


I want to express my appreciation to you for recom- 
mending me to the. . . Company. I have made six 
models for their... package, modifying the last one 
to their suggestions. They seemed to like it very 
much and I hope they go through with it. 

There is only “‘one fly in the ointment.” The litho- 
graph company who will do the lithographing has 
volunteered to submit designs free of charge and to do 
all the art work at no cost to the. . . Company. I 
have seen several of their designs lined up with those 
of mine, yet they seemed to like one of mine best. 

This practice of the lithograph companies is not 
fair play and in this case it is doubly wrong because 
they were not asked to submit ideas. So I was told. 
Different litho companies have called on me from time 
to time ‘‘to submit designs on speculation” so that 
they could make some new contacts. They are not 
only killing profit for themselves but for everybody. 
I wish something could be done about that. 


New York, May 25 Designer 


In the above instance we were asked to suggest in- 
dependent designers for the redesign of a particular 
package. It was our understanding that the com- 
pany in question wished to secure such services with 
the idea that they would have the successful design 
executed by the lithographer. 

In the May issue, on page 103, under the heading 
“Whose Ox Is Gored?” we reprinted a letter which 
presented the views of a lithographer The above 
may be regarded in the light of further discussion on 
the controversy.— EDITOR. 


BROADCAST FROM THE 
INVISIBLE PACKAGE 


I have received the April issue of MODERN PACKAG- 
ING and have read the article by Mr. Lougee. 

To build up listeners to their programs advertisers 
appreciate the necessity of using program reminders in 
as many ways as possible. As the story you have 
quoted indicates, we know that suitable tie-ins at the 
point of sale do increase sales. 

To our mind, it is also most important to so de- 
scribe the package, that the listener can picture it in 
his mind and identify it more easily in the retail store. 
When this is done, more listeners are turned into cus- 
tomers. 

New York 
May §, 1935 


National Broadcasting Company, Inc. 
J. K. Mason, Merchandising Manager 
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I was very much interested in Mr. Lougee’s article 
in your April issue entitled “‘The Invisible Package.” 

I think the article makes a number of extremely 
good points and certainly ought to plant some helpful 
selling ideas in the minds of radio advertisers. 

It seems to me that radio identification of a spon- 
sor’s product by verbal description of its package, if 
intelligently handled, might be a vital factor in getting 
the most out of the selling possibilities of any given 
program. We will be interested in hearing any com- 
ments on the article that you may receive from your 
readers. 

New York Columbia Broadcasting System, Inc. 
May 10, 1935 Dorothy Sutherland, 
Trade News Division 


We have carefully read the article in April MODERN 
PACKAGING entitled “‘The Invisible Package.’ It is 
certainly a constructive piece of work and radio adver- 
tising in general would be more effective if all program 
sponsors worked into their commercials some mention 
of package, if a means of identification actually ex- 
isted. 

In our radio commercials we have referred to the 
identifying features of our package but not consis- 
tently. Asa result of reading this article, I am con- 
vinced that package identification should be a definite 
part of each radio program. This phase of a program 
is just as important to the advertiser as is a good or- 
chestra to the listening public. 

Port Chester, N. Y. Life Savers, Ine. 
May 6, 1935 G. C. Young, Advertising Manager 


I am in receipt of the April issue of MODERN Pack- 
AGING and it gave me great pleasure to read the article 
“The Invisible Package’ by E. F. Lougee. I also had 
the pleasure of bringing it to the attention of other 
executives. 
New York 
April 29, 1935 


B. T. Babbitt, Inc. 
H. W. Flexner, 
Director of Advertising 


We have carefully read the article ‘‘The Invisible 
Package”’ and enjoyed it very much. E. F, Lougee is 
to be complimented upon his seiection and treatment 
of such an important subject. 

Atlantic City, N. J. Wrigley Pharmaceutical Co. 
April 29, 1935 B. McC. Goldsmith 


| air-tight sealing and vacuum sealing (cold and 

hot pack, sterilized or processed), Anchor D caps 
are available—and efficient, we are told in a four-page 
leaflet recently issued by Anchor Cap & Closure Cor- 
poration, Long Island City, N. Y. Actual packages 
are illustrated and pertinent information given. In- 
cluded too are illustrations and brief descriptions of 
Anchor sealing machines. 








14m 
on 









Speed 
60 to 75 


per minute 
# 
Handles a 


wide range 
of sizes 


LOW COST 


Wrapping Machine 





Wraps packages in Glassine, “Cellophane,” Waxed Paper 


Foil or Paper Wrappers cut from a roll 
PRINTED material registered perfectly by ELECTRIC EYE 


Now you can obtain, at extremely moderate cost, 
an adjustable wrapping machine with features 
formerly found only in machines selling at much 
higher prices. 

Our new FA model handles packages from 114” 
to 12” in length, 1” to 5” in width, and °%” to 
314” in height. 


Uses any type of wrapping material in roll form. 
When printed material is used, the machine is 
equipped with an Electric Eye registering device 
which locates the printing accurately on the 
package, no matter how long the run. This de- 
vice is adaptable, not only to printed trans- 
parent material, but also to regular printed paper, 
foil or other opaque materials. Since roll-ma- 
terial costs less than cut-to-size sheets, an im- 


portant saving can be made on material costs. 


If you are wrapping your packages by hand, this 
machine will quickly show you a large saving. If 
you have old machines which should be replaced, 
here is an opportunity to do it at an unusually 
low investment, and with a decided improvement 
in your production efficiency. 


The FA is already in service in a number of 
plants, and its performance has aroused enthu- 
siastic approval. 

Write us for complete information 
PACKAGE MACHINERY COMPANY, Springfield, Mass. 
NEW YORK - CHICAGO - CLEVELAND - LOS ANGELES 


Mexico, D.F., Apartado 2303 - Peterborough, England: Baker 
Perkins, Ltd. - Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 


Over 200 Million Packages per day are wrapped on our Machines 
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FOR YOUR 


information file 


A new folder issued by Stokes & Smith Company, 
Philadelphia, mastheads ‘‘One of the most im- 
portant units in the packaging industry—The S&S 
Tight Wrapper.’ Full automatic and semi-automatic 
machines are illustrated and described and photo- 
graphs of other S & S packaging equipment are re- 
produced in this folder. 


7 EW facts about protective and distinctive 

packaging’ are offered by Reynolds Metals 
Company in a foil-covered booklet bearing that title. 
The facts are substantiated by diagrams and data 
secured from actual tests which, together with 
accompanying illustrations and pertinent information, 
form an intelligent and illuminating presentation on 
the subject of protective packing of perishable food. 


““M’HE CORRUGATED SHIPPING CASE,” as 

published recently by Container Corporation of 
America, sets forth in illustrations and text the meth- 
ods of manufacture and control of corrugated boxes. 
The compilation is the result of a research program in 
which a study was made of actual production condi- 
tions as reflected in practical laboratory control. 
This treatise will prove illuminating to the user of 
corrugated shipping containers. 


EALING with conveyors and conveying systems 

for bottling and packaging plants, a new catalog 
is being distributed to the trade by The Karl Kiefer 
Machine Co., Cincinnati. Pointing out that “un- 
doubtedly manufacturers of bottled and packaged 
products are too well acquainted today with the pur- 
poses and the advantages of belt conveyors to necessi- 
tate detailed explanation of their uses,’”’ the catalog 
emphasizes that ‘‘of greatest importance is the selec- 
tion of the right type, width and length of conveyor 
in each particular instance and the installation of such 
equipment as will prove the most economical over a 
period of years.” 

Among users of Kiefer conveyors, many of whose in- 
stallations cover a period extending from five to 
twenty-five years, are such representative concerns as 
Standard Oil Co. of New Jersey; Joseph E. Seagram 
& Sons; Eli Lilly & Co.; Continental Distilling 
Corporation; Emerson Drug Co.; Hiram Walker & 
Sons, Inc.; Charles H. Phillips Chemical Co.; Nor- 
tham Warren Corp.; J. B. Williams Co.; Schenley 
Products Co.; Pond’s Extract Co.; Plough, Inc.; 
McKesson and Robbins, Inc.; J. R. Watkins Co. 
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PPLIED color bottles have found their place so 

rapidly as a new and effective merchandising help 
in the dairy industry that the interest in this type of 
container is now nation-wide. Information about ap- 
plied color milk bottles, how they are produced and 
how they may be used to greatest advantage is con- 
tained in a timely illustrated booklet just issued by the 
Owens-Illinois Glass Company, Toledo, Ohio. 

This booklet shows many examples of milk, cream 
and cottage cheese containers colorfully lettered by the 
new process. It explains how the designs are made, 
how the color is applied and fused into the glass, how 
the manufacturing process has been developed to keep 
the cost of ACL bottles low. It also explains how the 
bottle may be used to advertise all dairy products, or to 
merchandise special brands of milk, how these bottles 
secure better display in stores, and assist driver-sales- 
men in soliciting new business. 


HILE created expressly for executives in the 

beverage industry who are concerned with the 
sale and advertising of bottled products, the book, 
“The Sales Value of Spot Crowns,” just issued by the 
Crown Cork and Seal Company, establishes a new high 
mark in the presentation of a sales story for packaging 
materials. It expresses forcefully, intelligently and in 
a thoroughly pleasing manner the theme that ‘‘today’s 
consumers are living in the environment of today.” 
So much so that one is compelled to remark “‘Here is 
something I wanted to read about offered in the way 
I want to read it.’’ And that goes double for the illus- 
trations, to say nothing of the spiral binding and the 
general format of the book. 

Most of us have always considered the sealed bottle 
as a package. But to those who doubt, there can be 
no question for there are ample illustrations of easily 
recognized examples of “flavor sealed’’ packages, and 
“Spot Crown”’ sealed bottles are definitely in that 
category. Further than the foregoing, the book points 
out a new technique in promoting the sale of fine 
bottled beverages and suggests how ‘‘Spot Crowns” 
may be employed as a valuable merchandising feature. 


PURCHASING AGENTS REQUEST 
LABELS FOR PACKAGED GOODS 


At a recent convention, the governmental group of 
the National Association of Purchasing Agents passed 
a resolution favoring the marking and labeling of all 
commodities sold in sealed containers, in order to 
insure the purchaser against fraud or inferior quality. 
The resolution cited the fact that many commodities 
are sold in sealed containers and it is impossible for the 
purchaser to make any positive identification of the 
contents. 

This resolution is directly in line with the canning 
industry code which requires that a committee be 
authorized to formulate standards of quality and proper 
labeling for products of the canning industry. 





an 
rit 
KI 


PA 
SO! 
fre 
fo 
KI 
all 


























eP SO ® 
1elp 
2 of 
ap- REG.U.S. PAT. OFF. & FOREIGN COUNTRIES 
i | CREPE WADDING 
on- 
the e if e e 
AGGMes S. WG E 
ani 
the 
de, 
OW 
2ep 
the 
to 
les 
es- 
he 
he 
Ik, 
he 
gh 
ng 
in 
r’s : 
is 
Ly 
iS- 
1e 
le 
ye 
ly 
id 
at 
ts 
ie 
. Note how KIMPAK Crepe Wadding is used to pro- 
tect the Nesco Casserole against shipping damage. 
@ The bright finish of Nesco Casseroles is damage and breakage. It can be applied easily 
amply protected against scratching and mar- and quickly. Saves time, labor and money. No 
; ring with economical matter what your prod- 
; KIMPAK. FREE! 1935 Portfolio of Kimpak uct, KIMPAK will solve 
1 The reason for KIM- PORATION, Neenah, Wisconsin. your shipping problem. 
, eq: — d ress nearest sales 0 ice: 0. 
) PAK’S dependability is its Senge Soe Comege: ee KIMPAK comes in 
softness, resiliency and rays ee sheets, rolls and pads of 
A Gentlemen: Please send us the 1935 Portfolio of KIMPAK. ‘ ‘ S 
5 freedom from dirt and MP-6 various sizes and thick- 
. = Company , 
foreign substances. cine ein enna eee ness. Mail coupon now 
KIMPAK guards against DR Re ORT e REE Cte Fe Nihicctcissctensnisintiniiincnienss for FREE portfolio of 
: all forms of shipping KIMPAK samples. 
* 
KIMBERLY-CLARK CORPORATION, Neenah, Wis. 
Sales Offices: 8 South Michigan Ave., Chicago 122 East 42nd Street, New York City 510 West Sixth Street, Los Angeles 
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NEW DEVELOPMENTS IN PACKAGING 


MACHINERY, METHODS AND SUPPLIES 


EQUIPMENT AND MATERIALS 


FOR LIGHT AND HEAVY LIQUIDS 


Of interest to the bottlers of liquid products is a new 
development in vacuum filling machines offered by The 
Karl Kiefer Machine Company, Cincinnati, Ohio. The 
machine has been 
particularly de- 
signed to permit 
the manufacturer 
with a production 
of 25 to 50 gross a 
day to do his work 
efficiently and eco- 
nomically. It is 
also recommended 
to larger producers, 
who may be put- 
ting out a new spe- 
cialty and who can- 
not use their regu- 
lar equipment for 
this purpose. 

The ‘“‘Cinati Ju- 
nior,’ as it is 
called, fills both 
light and heavy 
liquids. It is be- 
ing used by one 
concern for the fill- 
ing of castor oil and 





turpentine. An- 
other manufacturer 
bottles a foamy 
shampoo. The 
machine fills three 
bottles at a time. It is said that adjustments can be 
made in a few minutes for different size bottles. 

In operation, the bottles are placed on the table of the 
machine, raised by means of a lever to the filling stems. 
The table locks in position while the bottles are filling, 
leaving the operator free to get additional bottles in 
position for filling. Since the machine is vacuum op- 
erated, no product is filled into defective bottles. At- 
tention is especially directed to the fact that the ma- 
chine is constructed entirely of metal and requires no 
replacement of hose. Furthermore, because of this 
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construction, products such as oils that readily affect 
tubing can be handled. 

The equipment is entirely self-contained, the vacuum 
plant and automatic vacuum trap being mounted right 
on the machine. Only a '/, hp. motor is required and 
this can be connected to any electric light socket. 


VERSATILITY IN NEW 
WRAPPING UNIT 


Versatility in operation, with both first cost and 
operating economies that place it at the command of 
the manufacturer with “limited wrapping machine 
investment, is stated as typifying a new product of 
the Johnson Automatic Sealer Company, Battle 
Creek, Mich. This is the new custom built, com- 
pletely automatic, Model FW-35, with a wrapping 
speed of 30 to 50 packages per minute. 

It was desired to embody in the new wrapping ma- 
chine a fully automatic operation, including many of 
the tested principles of the high speed Johnson wrap- 
pers, and at the same time create an inexpensive unit 
that would wrap varied sizes of small packages, thus 
making it possible for use by manufacturers with rela- 
tively limited production. The machine developed is 
said to be adaptable to a degree hitherto unattained by 
a low priced piece of equipment. It may be used for 
candy, tea, ice cream, spices—practically any type of 
product packaged in boxes. Open trays, closed car- 
tons, tins, and similarly shaped packages may be 
handled. The machine is mounted on casters for 
moving from one department to another. 

Although the FW-35 is distinctly a custom built 
machine, built to fit each (Continued on page 78) 
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A MERCHANDISING BUSINESS GETTER 
FOR THE WIDE AWAKE ICE CREAM MANUFACTURER 


- OME 
n 7ee OUME uc, 


_ ~ 
{+ ‘HUMIDOR 

) Y ‘) 

ni fe 5 





= BEAUTIFULLY DECORATED 
ICE CREAM CANS 


THAT TURN INTO FLOWER VASES 
SAND PAILS...CIGAR HUMIDORS 
OLD FASHIONED GROWLERS 
PIPE TOBACCO HUMIDORS 
ONE QUART TEA AND LARD CANS, ETC. 


LIQUID MEASURE Cream Cans that are not thrown away but used 
over and over again—that is something new in 
ice cream merchandising. Cans that are beautifully 
designed and colored. Whether your production is 
ees you don't package ice cream and couldn't use this large or small, Heekin Lithographed "Home-Use" 
new packaging idea developed by Heekin. But Heekin spe- Ice Cream Cans are available in any assortment at 
cializes in diversity . . . sales ideas in metal containers. Smoking low cost. They are business builders—bringing new 
tobacco or lard. . . spices or cotter pins . . . no matter what customers into your dealers—getting your ice cream 
you make, as long as it's packed in metal, Heekin creative into new homes. Each can isgdesigned and labeled 
designers can show you containers that will move your merchandise _for its special Home-Use"—_Yer cigars, pipe tobac- 
from the shelf. No obligation to discuss your particular prob- co, sand pail, etc. Be the first to have them in your 
lem, and we're sure we can help. We would like to serve you. community. 


lf You Package in Metal Heekin Can Help 


HEEKIN exwe" 


THE HEEKIN CAN COMPANY: CINCINNATI OHIO 
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THE MATERIALS OF PACKAGING 


(Continued from page 59) this portion of the opera- 
tions merits considerable attention. 

The pulp, consisting of various types of new or 
reclaimed wood fibres, is fed into a large tub, known 
as a “beater,” filled with water in which revolves a 
roll with fin-like projections. The roll looks and acts 
much like the paddle wheel of a steamboat, circulating 
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the mass of stock and water around the tub, and at 
the same time tearing the sheets of paper into small 
particles. This first action on the paper stock is one 
of defibring or separating each individual fibre from 
its neighbor. With this accomplished the real work 
has just begun. 

After “‘beating,’”’ which is the board term used to 
describe fibre preparation, the stock is passed through 
additional refining machines called ‘Jordans,’ then 

screened to remove any lumps, or 
foreign particles. This mass of pulp 
is then diluted with water and 
violently agitated in order to keep 
the fibres separated until they are 
run onto the cylinder mold where the 
continuous web of paper is formed. 
The principle of a cylinder paper 
machine, although ingenious, is really 
quite simple. <A cylindrical frame- 
work covered with a fine mesh wire 
screen is revolved in a vat containing 
diluted paper fibres. As the cylinder 
revolves, the water runs through the 
meshes of the wire to the inside of 
the cylinder from which it is pumped 
out, leaving the fibres entrained upon 
the surface. (This describes the ac- 
tion of one cylinder and vat. There 
are many of these units on a multi- 
cylinder paper machine, each one 
contributing its share of the fibres 
that make up the final thickness of 
the sheet.) 

When the water has drained 
through the stock, a woolen blanket, 
or papermaker’s felt, comes in con- 
tact with the fibre-covered surface 


Top: To make a strong, secure bond be- 

tween the several layers of paper, solid 

fibre board is passed between heavy steel 

rollers which firmly press the several thick- 
nesses together 


Center: The solid fibre shipping case is 

finished by making a joint with wire stitchers. 

This is quickly accomplished by a battery of 
machines, each with its own operator 


Bottom: Corrugated shipping cases are 
finished with taped joints. The tape is 
automatically cut into proper lengths and 
applied to the case, which then passes 
under a series of rollers just sufficiently heavy 
to press the tape firmly to the liner during 
the time required for the moistened gummed 
tape to dry 





A true short story. One morning a customer called Empire to ask 


us to do a job he himself thought impossible. Could we, he asked, submit a half dozen designs 
for a new carton by the next morning, then make finished drawings, engravings and start delivery 
of a million three-color boxes in 14 days by the calendar. We could, said we, and we did. * Counting 
Sundays and a holiday, we delivered a sizable quantity of excellent Empire cartons at his plant 
in exactly one day less than he had expected. What pleased this customer as well as the speed 
was that he had to pay not a penny premium for this unusual service. Perhaps you'll never need 
cartons in quite as much of a hurry as this but it’s nice to know that Empire is willing and able 
to do the “impossible.” Empire Box Corporation, 60 East 42nd Street, New York; Palmolive 


Building, Chicago. Factories in New Brunswick, New Jersey; South Bend, Indiana. 


Empire Cartons 





transported to the container 
plants and made into boxes. 

In some plants liner is made 
on Fourdrinier machines. These 
are similar to the cylinder ma- 
chines, excepting at the wet end 
where the sheet is formed on an 
endless wire screen upon which 
the pulp is deposited. This 
screen, as it moves forward, is 
oscillated from side to side so as 
to distribute the fibres as evenly 
as possible. The full thickness 
of the sheet is thus formed in a 
single ply. 

The preparation of straw for 
the making of paper, so often used as a corrugating 
medium, is generally similar to the method followed 
in making paper from wood. The raw straw is placed 
in large rotary mixers and subjected to the action of 
chemicals under steam pressure. After the straw has 
been cooked for a sufficient length of time, it is dumped 
from these rotaries into washer beaters. This opera- 
tion washes out the chemicals left in the straw from 
the cooking process. From this point on the making 
of straw board is similar to the manufacture of any 
other grade of paper. From the mill, the paper in- 
tended for corrugated shipping cases and that for use 
in solid fibre cases moves in different directions. 

The liner stock (inside and outside facing of the 
corrugated board) and the straw (for the corrugations 
between) are delivered to the fabricating plant in large 
rolls and fed to the corrugating machines from these 
rolls much in the same way that news print is delivered 
to newspaper printing presses. 

The straw or corrugating material is passed between 
two steel rollers which crimp or corrugate the paper, 
after which one outside liner is applied, and a little 
further on in the machine the other liner comes in 
contact with the other side of the corrugated straw. 
All are held in place by the use of a strong adhesive. 
Close contact is maintained by passing the paper over 
large heated plates, and it is held in contact with the 
plates by a heavy felt until the adhesive dries and the 
finished corrugated board emerges at the end of the 
machine, where it is cut and slit and scored into sheets 
of proper sizes for the box for which it is intended. 
. re ; ; The sheet is now strong and rigid. The liner stock 

op: Shipping cases are tested in specially : ; ; 
bullt machines 10. gauge their ability to with- and the container chip for solid fibre board are de- 
stand crushing forces livered to the pasting machines in large rolls. 

The production of solid fibre board is a continuous 
operation, from these large rolls at one end of the 
machine to the finished sheet at the other. Here is a 
laminated board .060, .080 in. or greater in thickness 
and possibly 10 ft. wide, travelling through the machine 
at the rate of 200 or more lineal feet per minute. At 
the end of the machine the board is slit into specified 

a container testing laboratory. Among them widths and cut into lengths as required. 
may be seen a stiffness tester, a tensile testing The actual construction of the shipping cases begins 
machine and a densometer at the end of the corrugat- (Continued on page 83) 


of the cylinder and the wet web clings to 
the cotton of the felt. The sheet is now 
carefully pressed between rolls and the 
water gradually squeezed out so that the 
embryonic paper is soon strong enough 
to carry itself. After passing over steam- 
heated Grying cylinders, where the excess 
water is evaporated, the sheet is calen- 
dered, or ironed out, between heavy iron 
rollers, then wound into rolls ready to be 





Bottom: Some of the many instruments used in 


74 MODERN PACKAGING 



















liner 


nade 
hese 
ma- 
end 
1 an 
hich 
This 
|, is 
9 as 
nly 
1eSs 
na 


for 
ing 
ved 
ced 
of 
has 
ed 
ta- 
om 
ing 
ny 
in- 
ise 


™m—mere @ SS © 


Ww 























bottles, jars, 


Fee cans, etc., are 
} 

beautified and pro- 

tected with SYLPHRAP— 


transparent cellulose. e 
SYLPHRAP also keeps the con- 
tainer in a sanitary condition and 
tends to prevent tampering with 
contents. e This brilliant, transparent 
product is made in clear colorless and 
twelve beautiful colors. You will find among 
them the exact color suited to your product. @ 
If your product is subject to rancidity, or if it is other- 
wise effected by light rays, select the new Rancidity 
Retarding Old Gold sheet. 3 


Samples submitted upon request 








SYLVANIA| INDUSTRIAL CORPORATION 
Executive and Sples Offices: 122 East Ind Street, New York 


DISTRICT AGENCIES: 
Blake, Moffit & Towne 


BRANCH SALES OFFICES: 


201 Devonshire Street . Boston, Mass. 








120 Marietta Street . Ailanta, Ga. 4] First Street . . San Francisco, Calif. 
427 W. Randolph Street . Chicago, Ill. Pollock Paper & Box Co. . Dallas, Texas 
260 S. Broad Street . Philadelphia, Pa. —— Victoria Paper & Twine Co., Lid., Toronto, Can. 
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UNIFORMITY 


...is another name for Acme Silverstitch. 
Since the first—7 years ago—Silverstitch 
has been made to exacting standards. 


Silverstitch is uniformly accurate in width, 
thickness, temper. It is uniformly pro- 
tected against rust and rust stains by a 
clean, silvery, galvanized finish. 


Silverstitch assures, day after day, year after 
year, the same unvarying quality that means 
faster, more economical, and better stitch- 
ing of corrugated and solid fibre boxes. 
Get the free 5-lb. test coil. State size. Use 
the 10-lb. one-piece coil for economy. 


ACME STEEL COMPANY 


GENERAL OFFICES: 2843 ARCHER, AVE., CHICAGO, ILL. 
Branches and Sales Offices in Principal Cities 


Reg.U.S. Pat. Off 


STITCHING WIRE GIVES STRONGEST, SUREST 
JOINTS IN CORRUGATED AND FIBRE BOXES 
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TEMPEST IN A COFFEE POT 


(Continued from page 44) in 1920 introduced dated 
Coffee when the rapid delivery system of Fleischmann’s 
Yeast became available through the merger into Stand- 
ard Brands Incorporated. Nine modern coffee roast- 
ing plants located at strategic points around the country 
make it possible for the fleet of 3500 cars to radiate in 
all directions from these plants and cover the United 


| States with incredible speed. 


The first advertisement announcing the change ad- 
dressed to consumers (as shown in one of the accom- 


| panying illustrations), read: ‘‘We pass this saving on to 


you—First...we gave you Dated Coffee—your pro- 
tection against Rancidity. Now...because we Date 
our coffee we can use this inexpensive package.’ Ap- 
pearing at a later date the headlines of the Chase & 
Sanborn advertisement read: “‘First...we gave you 
Dated Coffee free from Rancid Taste—Now. . . Dating 
permits this New package. Effects a Saving which we 


pass on to you.” 


It is possible that to many of the readers of the first 
advertisement the term inexpensive package, coupled 
with the fact that the saving created by the change is 
passed on to the consumer of the packaged product 
may have occurred the question, “If this sort of thing 
is applicable to Chase and Sanborn’s, why not to other 
brands or, for that matter, why not to products other 
than coffee?’’ Because a saving—regardless of how it 
may be effected—is always of interest to the thrifty 
housewife. But it must be remembered that this ‘‘in- 
expensive package’’ was possible only because of the 
“dated” delivery system which Standard Brands em- 
ploys and because of the nature of the product. We 
venture the thought that to many other coffee packers 


| the adoption of this type of container might prove detri- 


mental. So that perhaps the term “inexpensive con- 
tainer’” is somewhat ambiguous, although it is, of 
course, modified in the following advertisement. 

After all, many good coffees have been packed and 


| are still being packed in paper bags. But, so far as 


home consumption is concerned, the consumer usually 


| empties the bag—unless it is used all at one time—into 


a metal or glass container, for the sake of convenience 


| and because of a certain belief that, by so doing, the 


coffee is kept fresher. 

“Why was coffee ever packaged in the first place?’ 
queries Standard Brands in one of its consumer adver- 
tisements. And then replies, “In an effort to preserve 
its freshness during the long time that usually occurred 
between roasting and its arrival in your hands.... But 
no method of packaging can insure coffee freshness.”’ 
Of course, account should be taken of the fact that the 
package, regardless of the type used, supplies a more 
convenient, cleanly unit—also that certain types main- 
tain freshness longer than others. 

To conclude: Packagers should remember that here is 
a specific instance which by no means indicates that 
others may successfully gain sales by advertising pack- 
age cheapness. 
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FLASH!N 


UPACO RESEARCH SERVICE 
SOLVES ADHESIVE PROBLEMS 


Two different Adhesives may cost you just as much—per 
gallon—but one may cost twice as much as the other on 
a basis of perfect coverage. For this reason many 
manufacturers call upon Upaco Research Engineers for 
yw yee formulae designed to present the lowest possible 

dhesive cost—the greatest possible Adhesive quality 
for the particular job at hand. The Upaco Laboratories 
possess hundreds of these formulae and stand always 
ready to develop a new formula when a new problem 
presents itself. Take advantage of this unique service 
and cut your Adhesive costs. 
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CAN A LABEL INCREASE SALES? 
‘Most Decidedly Yes!” 


says Paul S. Brown of Squire Dingee Co. 









aeane 


“Your Perfect-O-Cut Metal Foil Labels have proven that fact 
io us time and again,’’ says Mr. Brown, secretary of this well- 
known firm. 

















_— Dear, of 
reap “The new label you created for our Banquet Brand Pickles 
a oc sent sales up sharply, and they are still climbing. And our 


. me he 
aes toad excellent T & T label has contributed largely, we know, to 


preferences. the gratifying brand preference enjoyed by our Ma Brown 
Preserves. Yes, labels CAN increase sales!" 











Try a Perfect-O-Cut Metal Foil Label on your own package. 7 
Send for a free envelope of samples to help you visualize 4 
the effectiveness such a label would lend to your product. “se 
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= pANQUEy {he TABLET & TICKET CO. MF oF 
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are at ow of “the steae S| sweet mixen 1019M W. Adams Street, Chicago, Illinois oe & S 












Dingee Co. by the Tablet & 
Ticket Co. Samples gladly 


4 . 
Offices in All Principal Cities “A gg ee 
sent on request. : 


PICKLES 
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SQUIRE DINGEE CO 
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PROTECTED 


from SUMMER HEAT 
and HUMIDITY! 





because it is packed by 


SEALTITE 
UNI-WRAP 


in our air-conditioned rooms 








Sealtite Uni-wrap is a method for wrapping oval 
pills and capsules as well as tablets in air-tight, 
moisture-proof pockets—formed by welding 
two sheets of moisture-proof Cellophane around 
each individual capsule. 


By this method each capsule is surrounded in 
its moisture-proof pocket—by air of exactly 
the humidity you specify. 


Let us handle Summer Packaging to 





be ready for Fall Demand. 





We serve as your packaging department— 
efficiently and economically—with unusually 
complete facilities. 


yy Write us about your problem. 


The Unique Pharmaceutical 
Packaging Service which is 


IVERS-LEE COMPANY 


215 Central Avenue Newark, N. J. 
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EQUIPMENT AND MATERIALS 


(Continued from page 70) package to be wrapped, a 
separate folding table for each size can be provided 
when various sizes are to be handled on the same 
machine. Each folding table is built to fit each indi- 
vidual package. Hence it is a convertible machine 
and very adaptable. Self-sealing transparent cellu- 
lose or waxed paper may be used interchangeably. 


LONGER LIFE IN STEEL 
MESH CONVEYORS 


Acme Steel Company, Chicago, manufacturers of 
open mesh, steel conveyor belts, has recently announced 
an improvement in construction of these belts which 
appears to be minor, but which really is of great 
importance from a service and maintenance view- 
point. The belts are especially adapted for conveying 
products through drying ovens, for sorting and as- 
sembling departments and for many other operations. 





The open mesh allows free circulation of air, heat, 
water, steam, making it the ideal conveyor for products 
that must be washed, cooled or dried. They are 
manufactured of cold rolled strip steel, electro-gal- 
vanized to resist rust, or of stainless steel. 

Acme belts are composed of formed spindles of flat 
steel connected by pivot rods. Formerly, these rods 
were strung through round holes, and the edge of the 
hole was the only bearing for the rod. To reduce wear 
on the rods, the holes are now elongated to a point 
where the entire flat surface of the U-shaped section is 
utilized asa bearing. The elongated holes allow greater 
freedom of the pivot rods and easy flexibility of the 
belt. This simple change has materially increased the 
serviceable life of the belts. 

In the plant shown in the illustration Acme stainless 
steel-mesh conveyor belts are said to give long and 
satisfactory service because they are immune to the 
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corrosive action of pickle brine. Because they are 
manufactured of stainless steel throughout, they remain 
bright and shiny, and are easy to keep clean. 


STARTLING DISPLAYS THAT SELL 


Unusual and of striking effectiveness are the displav 
panels used for Lorraine hair nets and switches which 
are sold exclusively through the Woolworth stores. At 
first glance it would seem that the reproduction of these 
displays challenges any method that could faithfully 
carry out all of the intricacies of the original design. 
For the heads of the models in the originals are built up 
from various colored foil papers, both plain and em- 
bossed, which are ingeniously placed together to form 
the required outlines and shadow effects. Yet each isa 





true copy of the original, successfully lithographed by 
Consolidated Lithographing Corporation. As may be 
seen from the illustration, which of course in black and 
white gives no idea of the brilliance and scintillation of 
the displays, each design purposely shows a different 
head dress. 

They immediately attract attention because of their 
originality, brightness of color and distinctiveness, and 
have been extremely successful in building and consis- 
tently holding sales for Lorraine products. 


DESIGNING FOR DESIGNERS 


(Continued from page 43) the entire tube below the 
name was then lithographed in color. Thus a neat and 
instantly recognizable color identification was secured. 
True, it was impossible to identify every color in the 
line by the shade of the tube. Such a process would 
have required extremely short runs of an extremely 
wide range of colors. Yet, the artists can be sure, to- 
day, that a yellow tube contains a shade of yellow, a 
blue contains blue, and so on. For the exact shading, 
he naturally reads the printed identification at the up- 
per portion of the tube itself. 

Here, then, at an extremely low cost, tube manu- 
facturer and color maker have combined their wits to 
produce a series of packages that—at long last—pro- 
vides the artist with sensible, usable containers. 

Credit: To Peerless Tube Company, for design and 
manufacture of all lithographed tubes illustrated. 

















SIMPLE—DEPENDABLE—SPEEDY 
SAVES MONEY—CUTS COST 


Triangle engineers ... by reducing moving parts to an absolute 
minimum .. . have produced this triumph of packaging efficiency; 
a simple, low cost auger-fed packer, that provides absolutely 
DEPENDABLE SERVICE, year in and year out, with little or 
no upkeep cost. 

Look at these features! 15 to 40 packages per minute. One 
ounce to 5 pounds. Hair-line accuracy in weighing. Changes 
for different amounts made quickly and easily ... and complete 
flexibility of size, type of package or material. 

Powdered materials such as spices, cocoa, baking powder, chemi- 
cals, drugs, face and talcum powders . . . these and a host of other 
similar materials are filled in any style container with the highest 
possible degree of money-saving efficiency. You can’t afford to 
continue without this ultra-modern TRIANGLE Auger Packer. 
Try it for 30 days! Take this opportunity to convince yourself. 
Write to-day for full details. 


TRIANGLE 


PACKAGE MACHINERY Co. 


907 N. Spaulding Ave., Chicago, Ill. 


50 Church St., New York, N. Y. 
316 Clay St., San Francisco, Calif. 
Box 1235, Atlanta, Ga. 
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a winner— 


Because of planned improve- 
ments Hycoloid containers are 
valuable to you. The process 
by which they are made em- 
bodies every detail of labeling 
in colors, harmonizing or con- 
trasting with the vial itself. 
They will not break. They are 
ideal for a wide range of 
products. 

Modernize your package with 
Hycoloid advantages. Use color 
—any color—with Hycoloid 
brilliance. Hycoloid’s dainty 
feather-weight beauty will help 
sell—and cut your shipping 
costs, too! 


e Samples e 


will show you the truth—send 
for them 


HYGIENIC 


TUBE & CONTAINER CO. 
42 Avenue L, Newark, N. J. 
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GUIDING THE HANDS 
OF THE NATION 


(Continued from page 34) drops have been on the 
market for the past ten years. Sales during this period 
have always been successful. Nevertheless a careful 
consumer analysis showed that many people looked at 
the familiar round package and confused Life Savers 
Cough Drops with one of the candy rolls. So this year 
an entire new package was created—a conventional 
box shaped container. Even the name was changed 


| to Cough Savers. Now there could be no confusion in 
| the consumer’s mind. In the first four months after 


this change had been made, sales were found to be up 


| 300 per cent over the previous period in 1934. Another 


example of Life Savers’ constant vigilance over package 


| reactions occurred some years ago. 


Then Lic-O-rice Life Savers were wrapped with a 
black label. An investigator from Life Savers’ adver- 
tising agency happened to be checking one of the sub- 
way stands when a customer came up and picked up 
a roll of Lic-O-rice Life Savers. Opening it he turned 


| to the clerk and said, ‘“‘These Life Savers are stale. 


Look how brown they are.”’ ‘‘That’s always the color 


| of Lic-O-rice Life Savers,’’ said the clerk. ‘‘Lic-O-rice? 


I didn’t buy Lic-O-rice, I bought Pep-O-mint.’”’ In the 
dim artificial light, he had confused the black package 
with the well known dark blue package of Pep-O-mint. 
The Life Savers organization upon hearing this story 
concluded that if this mistake could happen once, it 
could happen a thousand times to the detriment of 
sales. Consequently hundreds of thousands of black 
Lic-O-rice labels were scrapped and the Lic-O-rice 
package changed to a brilliant vermillion where there 
could be no possible chance of confusion in the future. 
The second simple fundamental in Life Savers’ basic 
merchandising policy is the constant surveillance over 
the dealer’s display. The one hundred Life Savers 


_ salesmen who contact three hundred thousand outlets 


| are anything but mere order takers. They are men 
| trained in the principles of sound store merchandising. 


It is their job to see that the Life Savers display racks 
are conspicuously located. Secondly, they see that all 


| stock is fresh and clean. After these operations the 


Life Savers salesman checks to make certain the dealer 
is adequately stocked with all flavors. Special adver- 
tising material is installed on the counter, on the wall, 


| or in the window. ‘These men are more than ordinary 


salesmen, they are representatives from the Life Savers 


| company, helping the dealer to corral more nickels 
| from his customers. 


The third basic principle of the Life Savers sales 
policy is constant and compelling consumer advertising. 
From the day that Life Savers became the first mint 


| manufacturer to use a full page in the Saturday Evening 


Post, which was the earliest national advertising of its 
kind, this company has invested hundreds of thousands 
of dollars each year in making and keeping the public 


| aware of Life Savers. 
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New ideas and forms of sales promotion are eagerly 
tried. Last year the public stopped in its tracks and 
stared on seeing a giant package of Life Savers rolling 
down the main business thoroughfares of the nation’s 
leading cities. A hundred of these new Life Savers 
advertising cars are now in operation in this country 
and Canada 

This year Life Savers launched a new form of radio 
entertainment over the coast to coast network of the 
Columbia Broadcasting Company: ‘Diane and Her 
Life Saver’’—a peppy fifteen minute package of musical 
comedy starring some of the best known artists of the 
stage and radio. If television ever becomes a form of 
national advertising, we will wager this company will 
be one of the first to use it. We know they will if the 
Life Savers executives follow the sales methods which 
have guided their destinies so successfully in the past. 
For it has been their pioneering methods in merchan- 


dising and packaging which have made hundreds of | 


millions of hands each year reach out for Life Savers. 
ALAN ROGERS AND HIS WORK 


(Continued from page 47) packaging and nothing else. 

“Packaging design is being held up over here by 
reason of prejudice on the part of manufacturers. A 
stock argument against redesign is that it would be 
dangerous to alter a design that had been on the market 
for perhaps twenty years. It is difficult to get manu- 
facturers to agree to a policy of gradual redesign. In 
the Sylvan Oil label my attitude to this problem is 
clearly expressed. The old label was ineffective, the 
trade mark weak and not clearly visible at a distance. 


It was also printed in two colors on a colored paper. | 
By simplifying the trade mark, dropping the words | 


“Sylvan Oil’ so that they do not confuse with the trees 
and by thickening the lettering, a much stronger and 
more legible result was achieved. It was also found 


possible to reduce the number of printings without | 
in any way affecting the attractiveness of the design. | 
The new experimental label is designed for a one color | 


green printing on a yellow paper. I maintain that the 
new label is in every way a sounder job than the old. 
It masses well in display and the trade mark becomes an 
integral and recognizable part of the design. I believe 
that 75 per cent of the packs at present on the British 
market could be similarly treated with a consequent 
gain from every angle. 

‘Another interesting job is the label for Van Hou- 
ten’s Mild Cocoa. Several weeks of experimental 
work and testing were necessary before this design was 
adopted. It was at first thought desirable to retain a 
link with the standard Van Houten label and several de- 
signs were prepared incorporating a modernization of 
the ‘‘Eagle’’ trade mark. Two of these experimental 
designs are illustrated. Although the display value of 
these designs was very high, they were discarded in 
favor of a more human appeal. I have found that a 


symbol or trade mark figure is of the greatest value for 
identification and suggested that a completely new 





























PACKER-WEIGHER 


for 


Large Sizes of Powdered Material 


A Versatile Machine 


Now, an operator can fill as high as nine thousand packages 
per eight hour day on carton flour with an accuracy as close 
as one-quarter ounce on three pounds, with this New Lino- 
matic Packer-Weigher. Easy action foot pedal leaves 
both hands free for work . . . speedy action clutch elimi- 
nates the customary ‘finishing stream’ .. . dustproofed ball- 
bearing pivots insure enduring service and accuracy. 


This machine is most satisfactory for large packages of 
powdered material . . . smaller model is ideal for baking 
powder, face powder, jelly and pudding powders, chemicals, 
cleansers, cocoa, malted milk, ground spices, prepared flour 
starches, boric acid, insecticides and similar products. 


Investigate this money saver today. Write us for full 


information. 


LINOMATIC PACKER - WEIGHER 
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that IDEA you're looking for 
stands right behind this DOOR 


Having trouble with your package designs? Do you want a new paper for your boxwrap? 
ls there a machine to do that costly hand operation? Can you use a stock bottle instead of a 
private mold? What sizes do closures come in? Who makes bundle tiers? 

There is no single question that may arise about packages or packaging that cannot be 
settled by recourse to the Packaging Catalog. Its hundred and thirty editorial pages de- 


scribe, detail and illustrate every type of package, material and machine available. Its two 


hundred advertising pages present invaluable information about particular products and 
machines—with hosts of actual samples of ribbons, papers, labels and seals. Its giant buyers’ 
guide gives you a complete and accurate list of sources for everything from Absorbent Wad- 


ding to Waxed Papers. 
When you want the answer to that troublesome question—when you want it accurate and 


PACKAGING 
CATALOG 
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symbol, having more human appeal, should be adopted. 
Finally the little chef mannikin was created, in which 
the initials of the firm are joined to form the figure. 
Mannikin figures of this type are frequently used on the 
Continent, but manufacturers here seem somewhat 
afraid of using them. I believe that a slightly hu- 
morous symbol such as this has a very wide appeal. A 
similar example that comes to my mind is the Ruggles 
and Rademaker salt package in the States. The ex- 
treme formalization of the figure is readily accepted 
when presented in this way, and the trick of making a 
figure out of letters appeals to nearly everybody. The 
design is slightly weakened by the clock face motif 
surrounding the trade mark figure, but my clients were 
of the opinion that this was a sound selling point which 
could be best shown in this manner. The color 
scheme is red and black on cream and was the subject 
of much experiment. The first packs were considered 
chiefly from the point of view of display and visibility. 
A brilliant yellow and black which gave greatest visi- 
bility was soon seen to be too harsh a contrast for the 
product. As it stands the design has good display 
value without looking cheap. It has a popular appeal 
yet is modern in feeling, is quite different from com- 
petitors’ designs but retains some of the characteristics 
generally associated with cocoa labels. I believe that 
the present design is a rational solution to the prcblem. 
It was determined by existing preference and tests of 
the public to which it was being sold. In commercial 
design the personal preferences of the designer must be 
subordinated to mass consumer preference. The fault 
of many of our designers is that they see the problems 
in terms of their own particular style. This inevitably 
leads to sameness and weakens their ability to design 
for a wide range of products.” 

























THE MATERIALS OF PACKAGING 








(Continued from page 74) ing or pasting machines in 
that sheets of the correct size for the cases are cut as a 
part of the continuous operation. From this point, 
however, the sheets move to what might be termed the 
finishing operations. Sheets are usually printed in 
some manner, often in bright colors with poster de- 
signs. In printing corrugated board great care must 
be used to obtain clear impressions without crushing 
the corrugations. Rubber dies are used for this pur- 
pose made with high standards of precision and accu- 
racy. The press, traveling at some 6000 revolutions 
per hour, not only prints the board in one or two colors, 
but slots and scores, or creases the sheet vertically. 

The printing of the solid fibre sheet is a similar 
operation except that heavier equipment is used and 
instead of the rubber dies on corrugated board, metal 
dies are used. In this instance there is no problem of 
preventing the crushing of corrugations and therefore 
a heavier impression is possible with somewhat cleaner 
and finer lines and more elaborate designs. 

The final operation in the construction of both types 






















in 5 minutes! 
MILLER «“economatie” 


wrapping machine 


ADJUSTS FROM ONE TO ANOTHER OF THE 
PACKAGES ILLUSTRATED 





The Miller ‘‘ECONOMATIC” Wrapping Machine can be adjusted 
in five minutes or less for packages ranging in size from a small 
cough drop package to a large biscuit package. It also cuts 
sheets from the roll, wraps and seals neatly and speedily with 
either “Cellophane” or waxed paper. The “ECONOMATIC” is 
being very successfully used in the wrapping of drugs, clothes pins, 
biscuits, tobacco, napkins, cake, coffee, soap, candy, dried fruits, 
greeting cards and a variety of other products. 


Write today for complete information. 














MILLER WRAPPING & 
SEALINGMACHINECO. 


L4 S. CLINTON STREET. CHICAGO 
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of shipping cases is, of course, the closing of the manu- 
facturer’s joint. In some instances this is a hand 
operation, but in most cases the corrugated shipping 
container passes through automatic taping equipment. 
A continuous roll of gummed tape is fed to the machine, 
cut to proper lengths and applied to the shipping case 
under a moderate pressure in order to obtain a firm 
closure. The solid fibre shipping cases are equipped 
with a stapled or wire stitched joint. 

The steady growth of the paperboard shipping con- 
tainer industry has been due in a great measure to 
certain characteristics of its production such as its 
low cost, considerably less than a wooden container the 
same size; its light weight, again much less than a 
wooden case; its flat form, being shipped to the user 
in a flat collapsed form; it is easily handled and occu- 
pies only a fraction of the space needed by set-up 
containers; its low assembly cost because it is light in 
weight and because of the method of construction; 
it is easily and quickly assembled without any possi- 
bility of injury to operators due to splinters, nails, etc.; 
because of the nature of the surface of paperboard 
containers it takes printing in an attractive form and 
serves as an advertisement. 

Paperboard shipping cases have steadily supplanted 
wooden boxes as containers for most of the consumer 
goods moving in commerce. Much of this is the result 
of putting container production on a scientific basis. 
The old time paper maker often judged his material 


IT's 


the 


entirely by the sense of touch and controlled his pro- 
duction without the use of scientific instruments. 
Today, chemists and engineers have inaugurated exact 
methods and the use of scientific measuring instruments. 
Paper production for shipping containers is controlled 
by frequent tests made at least every hour during 
which the paper machines are running. The first tests 
are of the pulp, the proper preparation of which deter- 
mines the quality of the finished paper. Paper stocks 
and pulps vary considerably in quality, but there can 
be no such variation in the finished sheet. These 
frequent tests therefore enable the operators to make 
such adjustments of beaters and Jordans from time 
to time as will compensate for any variation encoun- 
tered in the raw material. 

The vats of the paper machine and beaters contain 
tons of material, obviously extremely expensive to use 
for experimental purposes, so experimental beaters are 
installed in a laboratory. Specimens of paper stocks 
and pulp are then prepared in these miniature beaters 
to determine the amount of preparation necessary to 
obtain the desired results in actual production. 

As a further check the finished sheet of paper is also 
tested at intervals just as frequent as the tests of the 
pulp. The finished sheet is measured for thickness, 
for tensile strength, compression strength, density, and 
color. Scientific methods are thus supplanting the old 
rule of thumb, just as the paperboard shipping case has 
supplanted the wooden box. 


CLIPLESS! 
COLTON 





CLOSURE. 
oe 


This modern method of sealing and closing collapsible tubes is a marked im- 


provement over the old method of sealing with clips. 


Note the attractive finish given to end of tube by the Colton Crimping Machine 
Many production expenses are eliminated by this clipless closure—i. e., cost of 
clips, time required to replenish clip rolls—and maintenance expense of automatic 


clipping heads. 


A descriptive folder fully describing the Colton Closure sent on request. 


ARTHUR COLTON CO. 


2600 JEFFERSON AVE., EAST 
MICHIGAN 


DETROIT 
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No. 17. Automatic 
Tube Filling, Closing 
and Crimping Machine 


















CHANGING SALES PACE FOR TACKS 


(Continued from page 39) would result in spoilage from 
dust, dirt, finger prints, and the usual hazards of the re- 
tail hardware store. As a result, the stores carrying 
these items were most unattractive. During the past 
few years there has been a definite trend in the opposite 
direction. Well designed packages in bright colors have 
appeared on the shelves. 

The Republic Steel packages can be utilized in trim- 
ming an effective window, since the designs will provide 
a strong mass display. Certain it is that the old car- 
ton would never attain such prominence. The new 
cartons were produced for the Republic Steel Cor- 
poration by Container Corporation of America. 


Appropriately designed and well named is the new Coty Palette 
which offers a selection of three shades of lipstick. The palette 
is of Crystallon covered paperboard. The design is by A. R. 
Botham, art director and advertising manager of Coty, Inc. 


PACKAGING, ADVERTISING 
AND RESULTS 


(Continued from page 38) the grocery field. Children 
who formerly had little interest in any cereal unless they 
liked its taste, and much less interest in cereal adver- 
tising, never fail to notice their international favorite 
Mickey wherever his grinning face appears. Mickey 
and his funny cohorts add new interest and longer life 
to the Post Toasties package. When the cereal is 
gone—the cut-outs begin—and more and more is this 
cereal in demand by young Americans. 

General Foods executives do not wait for sales to drop 
before considering an improvement in one of their many 
packages. A packaging committee, comprised of vice 
presidents of all operating divisions, is constantly on the 
alert that no opportunity may be lost. 

The new Grape-Nuts package just introduced offers 
a good example. For more than a year Grape-Nuts 
has been closely identified with the Byrd Expedition to 
Little America. Thousands have thrilled as the voice 
of Admiral Byrd came into their homes over the radio 
and these same thousands have followed Byrd’s har- 
rowing experiences in the extreme Southland with un- 
ending interest. In February this year Byrd started 
for home—his expedition finished. But Grape-Nuts 
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LUSTEROID 


TUBES - VIALS - CAPS 


',..have solved hundreds of 
difficult package problems 
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Lusteroid containers are unbreakable—hence ideal for 
shipment or use in situations where fragile glass would 
never do. Witness this aspirin vial. 


In all cases, their light weight has cut freight costs and 
produced tremendous savings. 


In addition, their unbreakability has minimized damaged 
goods’ losses and protected manufacturer, dealer and 
consumer. 


Then again, their unique appearance, their unlimited color 
range, the special features of their construction—have 
increased dealer and consumer interest, won greater dis- 
play and greater sales for the products they contain. 


To take advantage of one or all of these qualities, you 
should know more about these remarkable containers. 
Write today for full information. Address— 


LUSTEROID 


CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of The Sillcocks-Miller Company 


10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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CATSUP AND 
TOMATO JUICE 
FILLER 


Illustrated is Kiefer Automatic 
Bottle Sterilizer and Catsup 
Filler: a compact unit for 
rinsing, sterilizing and filling 
bottles. 


4 
PRODUGTION 
A PERFECT FILL 


PACKERS who have been using the Kiefer 
Catsup and Tomato Juice Filler for years 
annest satisfactory results daily — and get 
them. 


Peres accurate fill every time! No filling 
of bad bottles! Solid pack! Constant pro- 

aie Is it any wonder packers prefer Kiefer 
illers ¢ 


NOTHER thing! Being simple in construction 
with few operating parts, these machines 
are easy to clean and easy to keep in running 
order day after day. Upkeep cost is negligible! 


emp Catsup and Tomato Juice Fillers made 
in 4 sizes (Full stainless steel construction if 
desired). Catalog gives all details—Write today. 


THE KARL KIEFER MACHINE CO. 


CINCINNATI, OHIO 























Our line of manufacture includes a variety of paper 
cans and composite cans for insecticides, chemicals 
and various other food products. 


Cosmetic manufacturers will find our Talc and Dust- 
ing Powder Containers both attractive and eco- 
nomical. Made in a variety of sizes, they are 
readily adapted to colorful wraps—lithographed, 
printed or with raised printing. 


Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 


CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK,N. Y. 














86 


MODERN PACKAGING 








a | a ee ee ae ee a ee 


i.) | a ee . ee eee 


- yn -«* © -— fF we —- 


co 

















is not finished. Even before Admiral Byrd packed the 
last grip on his supply ship to start the long journey 
home, Frank Smith, Grape-Nuts advertising and sales 
manager for General Foods, had his eye on a new na- 
tional character of popular interest to oid and young. 

Dizzy Dean is now pitching for Grape-Nuts and his 
picture appears on every package of the product in 
millions of homes. Boys and girls are invited to join 
the “Dizzy Dean Winners Club” and get thirty-seven 
valuable prizes for the return of box tops. Grape-Nuts 
advertising runs a Dizzy Dean cartoon strip chock full 
of ‘‘builder-upper’’ copy for young Americans who read 
it eagerly. Dizzy Dean is the new theme song of 
Grape-Nuts promotion—and do youngsters approve? 
The way box tops are coming back for advertised prizes 
would indicate the answer to be YES. 

It is of more than passing interest that full directions 
for joining Dizzy’s club are clearly printed on every 
package of Grape-Nuts. Many contests and other such 
efforts fall short of their goal by asking those who would 
participate to ‘‘go to your grocer’s (or some other place) 
for an entry blank,” or by similar disjointed instruc- 
tions which detract from the plan and permit every op- 
portunity for those interested at the time to forget what 
it is all about before they find it convenient to take ad- 
vantage of the offer. Grape-Nuts display material and 
electrotypes for use in merchants’ advertising which 
stresses the premium offer, advise the consumer that he 
will find “‘all details on the Grape-Nuts package.” 

Stripped of its glamour, the new Grape-Nuts package 
illustrates the simple application of a popular idea, 
which in this instance is a character, Dizzy Dean, well 
known to youngsters of the land. No further improve- 
ment of package is necessary to assure its success. No 
other incentive is needed to send Grape-Nuts advertis- 
ing sky high with enthusiasm. General Foods sales- 
men have taken to the idea like ducks do to water and 
the grocer, as he continually fills in the empty spaces on 
his shelves with fresh Grape-Nuts, grins his approval 
of a well rounded plan. 

Aside from the human interest of a package in its rela- 
tionship to advertising it has been found that the qual- 
ity of a product is frequently estimated in the minds of 
consumers by the appearance of the package in which it 
is sold. Since some reproduction of the package almost 
always occupies a prominent position in paid adver- 
tising space it is obvious that the design of the package 
should be such as to reflect the true quality of the prod- 
uct it contains. A poor package is as much out of place 
in an advertisement that talks quality as it is on dis- 
play in a quality shop. No matter how clever adver- 
tising may be nor how carefully merchandising plans 
may be laid, they may be rendered practically useless 
if they advertise and present a package which is shoddy 
in appearance. 

Egmont Arens, director of the styling division of 
Calkins & Holden and well known for his prize winning 
package designs believes there is no better way of es- 
tablishing the quality of any product in the minds of 
consumers than by reflecting this quality in the design 





To ee a Tiny Sample 
Do a Large Size Selling Job 





Samples and miniature sale-packages are frequently 
too small for adequate labeling, for instant identification, 
or for display on counters . . . too small to be associated 
at a glance with the larger and more profitable sizes. 

All these difficulties can be easily overcome, however, 
and at trifling cost. An inconspicuous, quickly applied 
Bostitch staple will secure your small package firmly to 
a good display card ... providing adequate space for 
labeling and identification and conveying your selling 
message at the point of sale. 

Hundreds of manufacturers in many lines of business 
have solved this problem the Bostitch way. Our engi- 
neers will gladly study your stapling problems and make 
recommendations without obligation to you. Use coupon 
below or write us about your product and its stapling 
needs. 


BOSTITCH SALES COMPANY 


56 E. Division St. East Greenwich, R. I. 


Please send descriptive folders on Bostitch fastening and 
merchandising methods. 

‘ MP-6-35 
Name 
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BECK AUTOMATIC 
ROLL SHEET CUTTER 


For Large Rolls in Quantity Production 
For Wrapping, Glassine, Waxed and Fancy Papers 
O 





Curl Remover and Cut Register Attachment 
are to be had only on Beck Machines 





Our DEMI SHEETER for Smaller Work 
Large Output — Sheets Piled Accurately 


Ask for Circulars 


CHARLES BECK MACHINE COMPANY 


13th & Callowhill Sts. Philadelphia, Pa. 











CHAMBON 


Automatic Printing Machines 


















Designed for manufacturer's 
printing plants, Chambon Auto- 
matic Printing Machines turn 
out high grade multicolor labels, 
wraps, carton and ‘container 
blanks, tags, etc. Complete in- 
formation and cost analysis 
furnished to inquirers sending 
printed samples and data on 
production requirements. Write 
CHAMBON CORPORA. 
TION, 911 New York Ave., 
Union City, N. J. Western office 
at 608 So. Dearborn St., 
Chicago, Ill. 
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of the package itself. He points to the trio of packages 
for A. & P. coffee, which he designed, and which are 
being featured in national advertising of unmistakable 
quality tone. ‘Before these packages were rede- 
signed,”’ he says, ‘‘they were seldom featured in the ad- 
vertising because they belied the very style of copy used 
to bring them sales.”’ 

Since redesign it has been possible to feature the trio 
in twenty-four sheet posters without even a word of 
“quality” copy. The packages alone bespeak it in 
definite appeal. ‘‘A good package that denotes qual- 
ity makes it possible to concentrate on more intensive 
selling in advertising without devoting one half the 
space to talk ‘quality.’ The package says it at the very 
first glance,” says Mr. Arens. 

Getting quality into a package would be compara- 
tively easy if it were not for the many other functions a 
package must perform. It is not difficult to design a 
beautiful package for almost any product to set on an 
executive’s desk for consideration but when the same 
lovely design is wedged among competition in a retail 
store it may fade out of the picture completely. 

There is a vast difference, according to Mr. Arens, 
between designing boudoir things which are usually 
assured of more or less individual display in a shop, and 
designing a package that will not be lost on the top 
shelf of a grocery store. Pastels with a dash of silver 
or gold will attract a woman’s attention to cosmetics 
but ordinary everyday household products are more 
complicated. Name, visibility, display value, and a 
build-up of one package with another are essential to 
hold them together like bricks in a building or patterns 
in a tapestry. This matter of display becomes an 
important element in the success of any package. 
Broad bands of brilliant color are used with success but 
quality in packaging must be achieved by architectural 
methods rather than by minute design. Then the 
package becomes a part of the wall decoration of a 
store and by intelligent handling of color it becomes a 
prominent part not easily lost in the background of 
competitive merchandise. 

Sensibly designed packages gain favorable attention 
on display by taking on much the same qualities as the 
facade of a building, or at least the elements of a sort 
of scheme of interior decoration by which they serve to 
enrich the appearance of the store. 

Once you have established quality in a package suit- 
able to its advertising, its functional design becomes 
next in importance, then utility. Every good package 
in order to do its job well at the point of sale must be 
so planned in the beginning that no detail is omitted. 
It is necessary to think out in advance just what that 
job at the point of sale will be. Sometimes the package 
is expected to do several jobs, all of which must be con- 
sidered in its design. If its most important job is to 
attract attention against competition then certain defi- 
nite treatment is indicated. If competition is negligible 
and it is desirable to have the package win acceptance 
in the domestic scheme of the modern housewife, a 
different treatment is indicated. 
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In making these plans it is also essential to not lose 
sight of the mechanical limitations of packaging ma- 


chinery. The successful package must not only hold 
the product, keep it fresh, attract attention at the point 
of sale, serve as a practical dispenser in the home, and 
reproduce well in advertising, but it must be made prac- 
tical to handle in quantity production in the plant where 
the product is packed. 

Mr. Arens points out that most bad packages can 
attribute their lack of success to the simple cause that 
their functional uses were not thought out conclusively 
in the beginning. To avoid any such occurrence in his 
own work he has set up a model grocery store which 
serves as a laboratory in which all his designs are given 
the acid test of consumer reaction before they ever are 
allowed to appear in public. 

There is plenty of evidence in the records of adver- 
tising where failures of elaborate and expensive adver- 
tising campaigns can be traced to this same simple 
cause—they were not thought through to a logical con- 
clusion. There was a time in the early days of shotgun 
advertising when a manufacturer, by firing both barrels, 
could flood retailers all over the country with requests 
for the merchandise advertised. Much of such adver- 
tising was frequently wasted because plans had been 
insufficiently laid and distribution sadly neglected. 
Merchants and manufacturers have both learned ex- 
pensive lessons through the progress of merchandising 
during recent years. They have learned them so well 
that dealers are wary of any plan that fails to show com- 
plete coordination of the important details necessary to 
make it a success. Space is too valuable in a retail 
store to be wasted with unattractive merchandise or 
merchandise which hasn’t the backing of a well co- 
ordinated merchandising plan. 

Advertising is too expensive to waste on a product or 
package that lacks the pleasing physical appearance and 
practical utility which consumers have learned to 
recognize and expect in dependable goods. 

Neither advertising nor packaging has any magic 
formula for success. It will be achieved rather through 
thoughtfulness of the manufacturer who recognizes the 
definite fact that we are not living in a restive world. 
To avoid being passed by his competitors, he will con- 
stantly develop and improve new conveniences in both 
product and package and be ever watchful that their 
physical appearance doesn’t suffer by comparison at the 
point of purchase. His advertising, if it is successful, 
will dramatize these improvements in product and pack- 
age along frequently changing lines in keeping with the 
trends and standards of living. 

In these days of rapid change and development it is 
not infrequent that a large national advertiser takes on 
a new product either through its purchase from a re- 
tiring manufacturer or through some other ramification 
of business and often such old packages are well behind 
the tone of the advertising that has promoted them. 

H. H. Hopkins, advertising manager of Bristol-My- 
ers says, ‘“‘The advertising used to promote Mum in 
1931, when Bristol-Myers took over this product, was 
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Use the MARVEL Cooker 


as Container 
or 
Dealer Prize 


Stimulate sales by using 
the popular Marvel 
Cooker as a container or 
dealer prize. Made of 
genuine aluminum—cooks 
an entire meal at one 
time over one burner. 
The Cooker pot has a 
capacity of 514 quarts and 
the inset pan a capacity 
of 2 quarts. The pot is 
514 inches deep and 8 
inches in diameter. 
Modern, new design. At- 
tractive two-color band, 
as illustrated, valuable in 
selling your deal. 





Costs Less Than $1 Complete 
An exceptional value in a modern utensil—wanted in every 
home. Complete with heat-distributing base, pot, inset pan, 
cover and recipe leaflet, for less than $1. Write for quantity 
prices! 


WEST BEND ALUMINUM CO. 


Dept. 91 West Bend, Wisconsin 











“UL MOLDED PACKAGES 


A plastic molded container attains 
outstanding value from the sales stand- 
point when designed particularly for 
the product it packages. 

Its lustrous finish and color combine to 
produce the appeal of striking beauty. 

Its permanent protection and after-use 
add the appeal of practical utility. 

And its complete individuality pro- 
duces the powerful selling appeal that 
comes with real distinction. 

If your merchandising requirements in- 
dicate the need of such a container, 
perhaps Chicago Molded Products Cor- 
poration can be of help to you. No 
organization possesses to a greater de- 
gree, the engineering skill necessary to 
get the most out of your design; none 
has more complete facilities for giving 
you what you want when you want it. 

There is not the slightest obligation in sub- 
mitting your problem. 


CHICAGO MOLDED 
PRODUCTS CORP. 


2142 WALNUT ST. CHICAGO, ILL 
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JOHN WALDRON 
CORPORATION 


Main Office and Works: NEW BRUNSWICK, N. J 
Chicago New York Portland, Ore. 
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LARGE 
SMALL or 
MEDIUM 


Tubes in sizes 

to meet 

various packaging 
requirements. 

The answer to your 
packaging sales problem 
may be at this 

moment in our survey and 
research department. 

Tell us what your problem 
is. Our suggestions 
cost you nothing. 


_WRITE TODA Y— 
NATIONAL COLLAPSIBLE TUBE CO. 


PROVIDENCE, R. I. 
New York Office: 331 Madison Ave., Tel. Murray Hill 2-0339 
CHICAGO.C. J. EICHMAN CoO. DETROIT-J. P. GIROUX Co. 


355 W. ONTARIO ST. 2970 W. GRAND BLVD. 
TEL. SUPERIOP 7939 TEL. MADISON 5727 
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very good but the package was definitely dated about 
1890. The package was brought up to date without 


| any particular awareness to the customer by discarding 
| the old slogan ‘Mum’s the Word,’ and giving to the new 
| package a little better feeling of feminine daintiness and 


wrapping it in transparent cellulose. 

“It is not only plausible,’ says Mr. Hopkins, ‘‘but 
very practical to have your package bear a direct rela- 
tionship to the theme of your advertising especially 
when the advertising appeal is not subject to frequent 
change. Referring again to Mum, the advertising is 
devoted to creating the feeling of immaculate cleanli- 
ness through its use and it is necessary therefore to 
have the package talk the same language when the pur- 
chaser sees it in the store.”’ 

In a product like Mum it is far more important to 
reflect the impression of sanitation and cleanliness in 
both the package and advertising than to try to intro- 
duce a pronounced element of style. 

“There is a danger,” says Mr. Hopkins, ‘‘of making 
too radical a change in the appearance of the package 
of a product intended for internal consumption such as 
drugs and medicines and you have to defer to the con- 
ception of the product its consumers have in mind.”’ 
This doesn’t mean, however, that a package with poor 
display surface should not be improved both for the 
purpose of display and for better reproduction in ad- 
vertising space. 

Take Sal Hepatica for instance, whose bottle was for- 


| merly packaged in a printed pulp board box which was 


then wrapped in waxed or semi-transparent paper that 
greatly diffused the visibility of the lettering. It was 


| recently found that by printing this same lettering on 


the outer surface of the waxed paper and omitting the 
printing from the pulp board box beneath it, the visi- 
bility of the message was increased to give the package 
100 per cent better display. 

The whole structure of advertising, as related to mer- 
chandising, has been changed within the past few years. 
It was not so long ago that the main theme of an adver- 
tising campaign was a series of pretty girls or elabo- 


, rately drawn borders which represented about the only 


continuity of the campaigns. Advertising agencies, in 
those days, operated more or less as elaborate art and 
copy departments or laison officers between important 
artists of the day and those manufacturers who had the 
courage to pay for their work. 

Today, advertising agencies render much more com- 
prehensive advertising and merchandising cooperation 
with their clients than ever before. Advertising budg- 
ets are carefully built and plans complete to the last de- 
tail are tailor-made to fit them. Advertising agencies 
are taken much more deeply into the confidence of the 
business of their clients than formerly and for that 
reason they are in a better position to build the cam- 
paign from within the business itself. 

It is not unusual today for executives in an advertis- 


| ing agency to design or redesign the entire line of pack- 


ages for a manufacturer whose advertising they handle 
or if they do not execute the design within their own 
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organization they keep very close watch of the work as 
it progresses to see that no advertising possibilities are 
overlooked. They assure themselves through research 
that any new package or one which has undergone radi- 
cal change will meet with general consumer acceptance 
before they start spending money to advertise and pro- 
mote that package. 

‘The only reason we are interested in the package,” 
says Vaughn Flannery, vice-president of Young & 
Rubican, ‘“‘is because of the important part it plays in 
advertising strategy. Any package that has been de- 
signed without direct relationship to its advertising 
and merchandising program causes us deep concern and 
for that reason we have developed our own packaging 
thinking and technique. 

“Recently we were called in on the packaging pro- 
gram of a client who manufactures a familiar grocery 
store commodity. It is made in a variety of types for 
varying uses and in order to bring about successful 
distribution it is necessary to create in both grocer and 
consumer an appreciation of the variety of products our 
client makes and get them to appreciate what each 
variety is best suited for. The interest of our client is 
to increase consumption on newer items. 

“The original packages were identical in appearance 
and each package had the same color scheme. In re- 
designing the series of cartons we have given each 
variety a different color scheme and have introduced a 
service panel which is filled with recipes to apply to each 
individual product. These recipes are changed with 
sufficient frequency so that practically each package of 
the product reaching the consumer at home brings new 
recipes and suggestions for continued and special use.”’ 

One can readily see how this packaging plan brings 
millions of suggestions to the consumer for increase 
use of the product through no other medium than the 
package itself. In addition to this, the side panels of 
the package are used in a very practical manner to 
suggest and describe the uses of other products which 
are included in the line. 

“This scheme of design,’ says Mr. Flannery, ‘‘was 
suggested because the solution of the package was, in 
past, the solution of the advertising problem. The 
merchandising strategy was the same in the advertising 
as in the package.” 

Through effective design and the right kind of con- 
tainer which will make the most efficient shelf display, 
the dealer is naturally inclined to put the merchandise in 
his window or display it prominently in the store. 

Another example of emphasis placed on the package 
in advertising strategy, the complete plan for Borden 
cheese packages was worked out, tested and put into 
distribution before a single line of advertising ever ap- 
peared. Salesmen went out with complete folios which 
presented the new merchandising plan in its entirety 
and were able to do a wonderful job of selling from the 
start. The package was very much a part of the plan. 

Cheese like wine has a romantic appeal to the con- 
noisseur who likes to tell you of his knowledge and en- 
joyment of the German, French, English, Swiss, Dutch 
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is not a 
**cure-all’”’ 


B-U-T 
it DOES 


Stimulate 
Business 


Mopernize- ‘Dress Up” your product 
with individual, Embossed Foil or Metal 
Labels. Get our price and samples—you'll be 
surprised how inexpensive they really are. The 
Most Modern Plant in America can save you 
money on ‘“‘Labels with Personality.” 


SATISFACTION GUARANTEED 


FRENCH-BRAY 


CANDLER BUILDING 


BALTIMORE, MD. 


New York City Sales Office: 63 Park Row 
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PORTABLE 


ELECTRIC SCREW CAPPER 


(Patented) 


ANY CAP 
ANY CONTAINER 
PERFECT SEALING! 
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STRENGTH * DURABILITY * QUALITY 


ELLOPHANE GLUES FOR EVERY 
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Let us consult with you on any and every problem of glue 
and adhesives. Our Technical Departrnent is at your 
service. Samples—of course. 
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OVER 10,000 
PACKAGING EXECUTIVES 
CAME LAST YEAR 


There’s no secret about Hotel Sherman's 
popularity with Packaging Executives 
and Designers—they like the contacts 
they make there—they like the fine 
food—the comfortable rooms—the con- 
venient location right in the Loop close 
to everything worthwhile—they like 
the fact that you can drive your car right 


into Hotel Sherman, and, of || 


course, they like the 






moderate rates. 
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| chandising as a whole. 


story. 
| The new Dairy Made Ice Cream carton illustrates this 
| point most effectively. 





| builds good will. 


| advertising cannot be bought. 





and American types of cheese. Each nation, for that 


| matter, lends special fame to some different variety of 
| cheese, so in the Borden program of packaging its cheese 


of different types, the color scheme of each nation was 


| chosen to identify the brand that nation had given fame. 


A booklet, called ‘‘The Epicure’s Guide,”’ was printed 
in which the different cheeses were described and their 
identifying flags reproduced in color, and this book was 


| well sprinkled with appetizing cheese recipes. 


Sales took an immediate jump as soon as these new 


| packages appeared on the grocers’ shelves, before a line 


of advertising ever appeared. When the advertising 
really got under way, the full force of the merchandising 
plan made business roll. The colorful reproductions of 
the flags of these various nations were reproduced in 
color newspaper to introduce the line. Color media 
was chosen because of the colorful packages which could 


| be reproduced in no other form of advertising. Also 


because of the colorful packages, grocers devoted 


| generous display space to their showing and many be- 


came conscious for the first time that Borden made such 
a vast variety of cheese. The appeal to epicures was 


_ made through the color and romance of the inter- 
| national character of the package design. 


Let’s look at another instance of package redesign 
which registers forcefully in the advertising of the prod- 
uct. Babys health and baby’s diet are extremely im- 
portant to every mother. She is very careful in her 
choice of foods and when her physician says ‘“‘Clapp’s 
Baby Food,” she wants to be sure she is getting the gen- 
uine product. Young & Rubicam through redesigning 
the package has made this easy to do quickly. One 
glance at the new can tells that it has something to do 
with babies and the same glance definitely identifies 
the product with the name of the maker. The old 
package required considerable search to find out what 
the product and its purposes were. 

Notice how clearly the new package stands out in 
single column advertising space. Even though the 
illustration of the can is less than an inch high, the 


| maker’s name, the baby carriage and nurse in reverse 
| silhouette, and the words “‘Baby Soup’”’ are clearly read- 


able. They tell the whole story which was impossible 
to do through illustration with the old package. 
Advertising can benefit a product elsewhere than in 
newspaper and magazine space, radio, billboards and 
those generally accepted forms of media. Advertising 
at point of purchase should not be underestimated if 
the plan is to enjoy the full advantage of modern mer- 
The package is its own media 


at point of purchase. Good design will attract those 


| within view. Good lettering will tell its advertising 


Bad design and bad lettering will do neither. 


Advertising in the home can be as subtle as it is ef- 
An added convenience, or re-use package 
The woman who buys it thinks well 
of the product and tells friends about it. This sort of 
It must be brought 


fective. 
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about through the package. If you will refer to the 
illustration of the redesigned bottle for Borden’s 
Malted Milk you will see how continued use of this 
product brings a set of handy spice and condiment 
jars to the pantry shelf. The small label is easily re- 
moved but the consumer who appreciates these jars is 
unlikely to forget the brand of goods which made them 
possible. Another recent change in the carton has 
placed the words ‘‘In a Handy Pantry Jar”’ in the dia- 
mond shaped space. 

Young & Rubicam likes to do packaging for its cli- 
ents because they consider it an important part of the 
strategy of advertising. ‘‘No one can judge the merit 
of package design,”’ says Mr. Flannery, ‘‘part from its 
advertising job, and it is necessary to know the business 
problems thoroughly to produce effective design. 
Some of the best package jobs are probably obvious at 
first glance. Yet it is impossible to judge the potential 
success of any package by its personal appeal or one’s 
personal opinion. Packages are the solution of a prob- 
lem, not a personal reflection of an individual’s idea.” 

In spite of all this logic, it is often a most difficult 
job for an advertising agency to persuade a manufac- 
turer to change a package which has been in use through 
a period of years even though it is outmoded beyond 
redemption for present advertising use. Manufac- 
turers are inclined to think out all other phases of their 
complicated business along logical lines. Manufac- 
turing equipment is kept up to the minute. Display 
rooms are furnished with every indication of progress. 
Delivery trucks of the latest model are spick and span. 
Yet when it comes to a change of package, all trace of 
logical reasoning seems to be lost and there develops a 
feeling of panic that this or that must be retained on the 
package because it has been there for years. Then 
when a change is finally decided upon it is often thought 
best to make the change in several expensive steps. 

Mr. Flannery has little sympathy with this method of 
redesign. ‘‘We have tried it frequently,” he says, “‘but 
have always ended up by making the change in one 
jump and always with excellent results, but that jump 
was never attempted until the package design had been 
thought through from the very beginning to the very 
end and all the intricate relationships of advertising, 
merchandising, selling, and display had been coordi- 
nated into a well thought-out plan.” 

Now if we are to draw any conclusion from the ex- 
periences of these able men, we must first consider the 
package as much a part of advertising as its headline 
and illustration. The package must bear as close a 
relationship in appearance, convenience, and utility 
to the advertising that sells it, as it does to the product 
it contains. 

Neither advertising nor packaging can be created and 
developed successfully as separate entities. They are 
both essentially functional in creating and developing 
markets and in holding these markets once they have 
been gained. Intelligent planning, with deference to 
the obvious duties of each, will make them pull to- 
gether like a pair of good horses on a steep hill. 
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INVESTIGATE CHAMBERS 


VARNISHING and LACQUERING MACHINES 
made by 


CHAMBERS BROTHERS COMPANY 
52nd St. cor. Media Philadelphia, Penna. 
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What an ideal HOTEL 
for your CONVENTION! 


Unequalled facilities and perfect location directly on the 
Boardwalk—Just a few ae from the World’s largest con- 
haill—Co t to all ive parking 


space and private garag ‘C otel Service. 








Spacious Sun Decks—Large Swimming Pool 
Bar—Grill—Cocktail Lounge 


Many activities and enjoyment for all with Golf, Fi 
Tennis, Horseback Riding 1 right along the Beach an ali 


a ble to Co tion 





Write for Special Rates and outline on arrangements to 


Py esident 


ATLANTIC CITY, NEW 











JUNE, 1935 93 





NDEX 
ee OF ADVERTISERS 








































































ACME STEEL CO : iY bk Ae, Oot ee 76 
AMERICAN CAN CO... . 17 
AMERICAN COATING MILLS, INC., CARTON DIVISION. . .. . . 2 fo eee 
ANCHOR CAP & CLOSURE CORP ; Sa ne es ee a RE Mec 
BECK MACHINE CO., CHARLES . . : : : SU, Can ne neta 
BOSTITCH SALES CO : a ; ees 87 
BROOKS & PORTER, INC. | _ | es : Inside Front Cover 
CAPSTAN GLASS CO. . : a) LA ae . 2 es OF 
CHAMBERS BROTHERS Co.. . ; . ee —— 
CHAMBON CORPORATION . . ‘ : ; ee: ose s Se 
CHICAGO CARTON CO. . hp ge Wate bet eat Pe ads ert oes US san Bee 
CHICAGO MOLDED PRODUCTS CoRP., | | |] ! re eS eee ee 
CHICAGO PRINTED STRING CO. att as tne a Le : ae Seen 
CLOSURE SERVICE CO., THE : , oP eas he, ots eee ee 
COLTON CO., ARTHUR . ee a ee ey? 5, ee eh 
CONSOLIDATED PACKAGING MACHINERY CORP er a es 
CONTAINER CORP. OF AMERICA -_ : ee 
CONTINENTAL CAN CO : : ; ; : Insert 16-17 
CROSS PAPER PRODUCTS CORP. : - @ 5 Oi ae OO <a 
CROWN CORK & SEAL CO. . ‘ar Ea = (hn ae ot Soe oy ee Oe 
DENNISON MANUFACTURING CO... . . 5.5.6 8 «© © © © 6) se ee 5 GL 
DEXTER FOLDER CO. . a, Se, fe cS wa ae tee wk Bee i a 
ite | ol Se Ct. A a a a a cy a a a ee ee mer 
PERGUSGON CO. 3.4L... 3. « « . c% 8 R Ge wuw a6 cf, Gores, Renee 
FRANKLIN STEEL WORKS ae . j “ne oe SB ee | 
PRENCH-BRAY © 6. 0. 46 sll lt ll Ss @~ 5 ; «| Ay eee 
GENERAL PLASTICS, INC. . ......«s © © © © © «© « Inside Back Cover 
HAMPDEN GLAZED PAPER & CARD CO... ... . 24 7 Insert 4-5 
HEEKIN CAN CO. ie a Gute, a ar oe 32 one of ee 
HERCULES POWDER CO., INC. a na ee ee) 
HYGIENIC TUBE & CONTAINER CO. | : 2 2 2) i i oc oo i oi te a oo ee 
INTERNATIONAL FOLDING PAPER BOX CO., INC... © we, oe + sel eee 
IVERS-LEE CO. eee Aas. Ss ee Se «es iP ok Sale See 
KALAMAZOO VEGETABLE PARCHMENT CO. : s @ & & : > > esha ae 
KIEFER MACHINE CO., KARL BAe at Ag oe ae wk os en 5 a. te Sa 
KIMBERLY-CLARK CORP. . ..... . am x A : i ¢ € i Se 
KIMBLE GLASS CO. ...... hie s = 4 a 4 5 eee 
KITTREDGE & CO., R. J.. De & © ee & & oe s . . . 26 
KRAUSE, INC., RICHARD M. . | | ce * + + &, & © . .  . Insert 8-9 
LOWE PAPER CO . ee % & we + w@ bh ac he & YS oO St Ce 
LUSTEROID CONTAINER CO., INC. | | ; bk « oR se Re eB He & 2 Be ee 
MANHATTAN PASTE & GLUE CO., INC. - 92 
MICHIGAN LITHOGRAPHING CO. bs &© * © + & ee ££ es o@ 2 » oe 
MILLER WRAPPING & SEALING MACHINE CO.. . . . . . . . |) 5 Sf gg 
MUNDET CORK CORP. ... . fo oe oe eo o - 6 & & eh oe ME 
NATIONAL CAN CO., INC. . oom bw & : oo @ & & & oe 2 oh Oe 
NATIONAL COLLAPSIBLE TUBE CO.. . ......... .,. , 3 5 5 2 gg 
OWENS-ILLINOIS GLASS CO. ih & - . .  . Center Spread Special Offset Section 
PACKAGE MACHINERY CO. ......... 2.2... 2... 2. . . 67 
PEERLESS TUBE CO. . ie «eo «& PF ee & 6 we ew & wha & & - oe 
PETERS MACHINERY CO. . . . . a a a & OR mw ee dhe cae Sy ee 
PHOENIX METAL CAP CO. . : : sm 4 > @- a : ; owen 
PNEUMATIC SCALE CORP., LTD. 5 
PRESIDENT HOTEL .... . 93 
By OCA OO. go. 22 
REDINGTON CO., F. B. . de 3 
RESINOX CORP.. oo ae iw & & os eS . 2 
RIEGEL PAPER CORP.. ee ter, a dew < oR a Do &e & Sh oe eee 65, 6 35 
ROVAL & CO. THOMAS M.. ...... fs = we & —_ 21 
SCIENTIFIC FILTER CO. ... . ’ : go d ee ee 
RS ieees ala SHERMAN HOTEL Rey ss 5 : > oo Pe ae 92 Reto hen wee: 
SHERWIN-WILLIAMS CO., THE | . > we os ied se « ieee G=o9 
ec GTS STANDARD-KNAPP CORP. . . ._ . . S26 Rod Seca 23 fee ee ee 
BTORee @ omire CO... . 6 8k ee . : oe OS? ee 
SUN TUBE CORP. ew nts x soe ee ee. 16 eee 
SYLVANIA INDUSTRIAL CORP. | | . . =o Deeg % ickt Ae 
REREBREE RER! RR TEA Sc si 
Bs pee TABLET & TICKET CO., THE me sar wh? We ae, e: too ee ee 
TRIANGLE PACKAGE MACHINERY CO. (°° e ooh AP Daiah Lo. DG es 
be ee ee eee ee eg 
UNION PASTE CO. ee ae ee ae eer re me ee 
U. S. PRINTING & LITHOGRAPHING CO ee ee ee ee ee 
WALDRON CORP., JOHN . Sok Cea een Le er re a ve) os 
WEST BEND ALUMINUM CO... |... | c & M64 te ee ee 89 
WHITE CAP CO.. . oo ete Je iw we we Bt at pee "Back Cover 


MODERN PACKAGING 




















By phone, by mail and in person... . packagers 
come to Modern Packaging with their questions 
and problems. Some want a new machine... . 
some need a new paper, a new type of container, 
a label, a tube or a bottle. But whatever they 
need, they know that their one ideal source of 
packaging information is the editorial office of 
Modern Packaging. 

This stream of inquiries is the finest tribute any 
publication can claim from its readers. The great 
care, the thousands of dollars we spend each year, 
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this we look upon as a logical part of our service 
to both readers and package machinery and ma- 
terial suppliers. 


If you are a packager... . take advantage of 
this service. If you supply the packager... . with 
machines, materials or services; weigh this as a 
measure of the productive power of Modern 
Packaging as a medium through which you can 
reach every important firm in the country engaged 
in packaging activity. 
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in no other tube-using field will defects in manufacture, 
lithography of design, show up so quickly as in the 
case of artists’ colors. Artists are instinctively ‘critical 
of design and, because of the very nature of their work, 
they subject a tube to more hard usage than any other 


group. 
It is significant, therefore, that Peerless numbers among 
its clients several of the leaders in this field. Significant, 


too, that such firms as Nobema Products Company, 
sponsors of the Noris line pictured above, come year 
after year to Peerless for aid in the solution of their 
problems. 


Whether you package paints or creams or what-you-will, 
if it requires a tube, you will find the Peerless organization 
keyed to the quick and constant meeting of yourevery need. 
Our design department is at yourcommand. Address— 


PEERLESS TUBES PRESERVE AND OUTLAST THEIR CONTENTS 
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Proneering that Paid! 


Over three years ago we experimented with Durez jars in the belief that they 
would be an improvement over the cream containers then available. Two- 
year tests proved that any type of cream could be packed in them without 
being affected in any way. The jars themselves did not warp, crack or corrode. 


Gradually, more and more far-seeing cream packers pioneered with Durez jars 
until today their popularity is definitely established. They've ‘‘clicked"’ be- 
cause: they are smooth, lustrous, colorful; they have quality and permanency; 
their lids come off and go on with a flick of the fingers. But most impor- 
tant of all is this fact — women like them... and what women like, women buy! 


No matter what you pack, you should be familiar with the advantages of 
Durez. We'd be glad to send you more complete information. Write 
General Plastics, Inc., 306 Walck Road, North Tonawanda, N. Y. 


DUREZ 


| The Modern Packaging Material 
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